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PAPER EATERS 


Typewriters, adding machines, calculators, duplicating 
machines, and similar proficient devices have always had 
a voracious appetite for paper, but never more so than 
today. With the nation’s paperwork at an all-time high, the 
business-machine industry is expanding to overtake its 
backlog of orders and to meet the demands of an estimated 
$400.000,000 year. 

Machines built for paperwork require paper not only 
to work with but also to be workable, for paper is a factor 
in their design, manufacture, demonstration, advertising, 
sale, packing, and shipping. The expanding business- 
machine industry, therefore. is one more reason why the 
paper industry must also expand. 


The paperwork of “Paper Makers to America” cannot 
all be done by business machines. Only paper-making 
machines, working ceaselessly, can begin to satisfy the 
growing demand of America’s expanding industries for 
Mead Papers of the Mead, Dill & Collins, and Wheelwright 


lines — “the best buy in paper today.” 


*& *& & Mead offers a completely diversified line of papers in colors, 
substances, and surfaces for every printed use, including such 
famous grades as Mead Bond; Moistrite Bond and Offset; Process 
Plate; Wheelwright Bristols and Indexes; D & C Black & White; 


Printflex; Canterbury Text and Cover Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


—— 
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THE MEAD CORPORATION «© “PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17 « Sales Offices: Mead, Dill & Collins, and Wheelwright Papers « Philadelphia « Boston « Chicago « Dayton 


























WHEN SHOULD YOU 


USE AIR MAIL? 
(Condensed from the new U.S.E. Portfolio) 


How to get the 
most out of 
Air Mail 


Getting the most out of air mail calls for a clear-cut system —a when- 














to-use policy that covers all outgoing mail. To give you a hand in 


Good rail service in all directions. Sur- 


setting up a streamlined Air Mail plan in your own business, 


face mail delivered next dayat distances 
up to 200 miles. Air Mail should be used 
outside this radius. 


U.S. E. has put together a fact-packed portfolio that makes good 
reading. This U.S.E. business-aid reflects two of the Company’s constant 
aims — to turn out quality envelopes for each and every mailing job 
and to help users get the most out of every envelope. Ask your printer 
for your free copy of “How to Put Air Mail to Work”... . get him to 


show you the U.S.E. line the next time you’re ready to order envelopes. 


“How to Put Air Mail to 


1947, U.S.E. CO 


UNITED STATES ENVELOPE COMPANY 


General Offices: Springfield 2, 


Work” is full of valuable S 


information — foreign 
postage rates, a work 
sheet of two-color elec- 
tros for converting regu- 
lar stationery to Air Mail, 
a U.S. Air Mail route 
map, helpful case histo- 
ries, letterheads and 
sample Air Mail envel- 
opes. Get your free copy 
from your printer. 


Massachusetts 
DIVISIONS FROM COAST TO COAST 





_ Announcement and Correspondence Papers 





* z 


Envelopes ¢ Transparent Packages * Paper Drinking Cups and Dispensers 
- Converting and Printin 


| g of 
- Specialty Papers * Columbian Clasp and Specialties — 





Good rail service North and South up to 


200 miles. Next-day delivery on East 
and West surface mail confined to 50- 
mile limit. Beyond 200 miles North and 
South, 50 miles East and West, Air Mail 
should be used. 





aw 100 F muss 


ss 
Li 


Coastal city with no domestic mail going 
West. Surface mail gets 24-hour delivery 
within 100 miles North and South, 200 
miles East. Beyond these limits, Air Mail 
should be used. 

















































One lone girl, face to face with a 
flock of letters that have to be opened, 
stacked, sorted and routed in a hurry 
...and only an old fashioned hand 
letter opener to help her! Wasteful as 
writing business letters in long hand! 

Better get her a Pitney-Bowes 
MailOpener and have the job done 
in a fraction of the time. The electric 
MailOpener opens a whole morning’s 
mailin less than a minute...gives girls 
more time for other work... gets 
letters to the right people on time. 

Safe as it is speedy, the MailOpener 
accommodates envelopes of various 
sizes and thicknesses, without cutting 
contents. Streamlined in looks as it is 
in action, the MailOpener is a helpful 

new business machine. 
e. Put your letter-opening onan 
.. “express” basis with this new 
MailOpener. Phone our nearest 
~  office...or write for illustrated 
folder to Pitney-Bowes, Inc., 
2019 Pacific St., Stamford, Conn. 


= PITNEY-BOWES 
= MAILQpENER 


Built and serviced by world’s largest 
makers of mailing machines. Branches 
in 63 cities in the U.S. and Canada. 


- 
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SHORT 


NOTES 


DEPARTMENT 


© GOOD LOOKING ANNUAL reports 
still rolling off the press. Latest praise- 
worthy specimen from LaPlant Choate 
Manufacturing Co., Ine., Cedar Rapids, 
lowa. 20 pages, 84%”x11”", printed in 
red, yellow and black. Interesting photo- 
graphs show earthmoving equipment in 
actual jobs, highlighted by yellow spots 
and borders. Illustrative pictorial charts 
in yellow and red show financial and 
distribution reports. 


a 


® DURING DECEMBER The Reporter 
received a beautiful envelope postmarked 
Stockholm, bearing seven stamps com- 
memorating the fortieth year of the reign 
of King Gustaf of Sweden. A well pro- 
cessed, filled-in letter, dated December 
8th (the first day of issue) described the 
new stamp and promoted friendship be- 
tween the people of Sweden and the 
United States. Our letter came from Det 
Basta, Reader’s Digest AB, Stockholm 19, 
Sweden. 


® THERE’S PLENTY OF TROUBLE in 
the Graphic Arts labor picture. Printers 
associations in Baltimore, Detroit, Chi- 
cago, Indianapolis and Los Angeles have 
filed charges of unfair labor practices 
against the International Typographical 
Union. Hearings are either being held 
or scheduled by the National Labor Re- 
lations Board. By all reports .. . it’s 
a lawyer’s field-day with thousands upon 
thousands of pages of testimony. If any 
of the readers of The Reporter (not in 
printing business) are interested in out- 
line of specific charges against the ITU 
... get in touch with Secretary of your 
local Graphie Arts Association, or your 
own printer probably has the detailed in- 
formation. 


a a 


® ANOTHER COMPANY is reminiscing. 
George E. Lockwood, publisher of the 
Paper Trade Journal, 15 West 47th Street, 
New York 19, N. Y., sends us their 75th 
anniversary piece. 8'2"x 11", 12 pages, 
titled, “Can You Remember “Way Back 
When?” with an appropriately illustrated 
story of the growth of the paper industry 
in the United States. If this trend to- 
ward reminiscing continues, there should 
be plenty of business for the Bettmann 
Archives. 
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® THATS ANOTHER GOOD Direct 
Mail story in the November-December 
issue of “Shell Progress,” h.m. of Shell 
Oil Company, Inc., New York 20, N. Y. 
(We’ve mentioned the Shell dealer post- 
card campaign before.) But this story 
tells about dealer Sid Kurland of Rego 
Park, New York, who personally creates 
his own supplementary mailings to 4500 
prospects. One month he mailed empty 
envelopes to his list. Under the corner 
card on the envelope in bold type was 
printed, “There’s nothing in this envelope 
but there’s something in our service.” One 
card contained only two words, “Try Us” 
in large type. Sid had his name and 
address printed as a corner card on the 
address side. He believes in being dif- 
ferent. | 
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® ANOTHER CONTINUING CAM- 
PAIGN wrapped around the “old timer” 
theme is being conducted by The Dayton 
Rubber Company, Dayton 1, Ohio. We 
have seen the first four pieces of a series 
of twelve monthly mailings to printers 
and publishers. Front page of each 
folder asks, “Remember When?” and 
then pictures some ancient and amusing 
occurrence in the old fashioned print 
shop. Inside there’s up to date descrip- 
tions of Dayco rollers and a miniature 
letter giving a case history of successful 
application. 


® FRANKLIN PRINTING COMPANY, 
Philadelphia, issued during December 
perhaps the most glamorous of all greet- 
ings. Designers, artists, typographers and 
other craftsmen of the Franklin Printing 
Company created a 642"x 9%”, 92 page 
book with deckle edges and beautifully 
bound hard cover, giving the complete 
text of Charles Dickens’ “A Christmas 
Carol.” Complimentary copies went to 
all friends of the executives. 


ee 


® BOB COOK of the Midwest Church 
of the Air (WAIT), 3469 North Cicero 
Avenue, Chicago 41, Illinois, flatters The 
Reporter staff by including the following 
paragraph in a recent letter: “I do enjoy 
reading The Reporter of Direct Mail Ad- 
vertising. It is one of the most human 
and, at the same time, helpful magazines 
that | Know anything about.” 


(Continued on Page 36) 





© 4 Duplicate Addresses at a 


time 

® Office typist can do your 
addressing 

© Use on office duplicating 
machines 


® Labels large envelopes, 
sample packages, etc. 

® Seals, addresses folders, 
etc., in one operation 

© Can’t roll, tip or spill 


America’s most popular gummed 
labels for direct mail! Eureka’s 
Duplistickers and Mail-Aids 
save you time and money 









DUPLISTICKERS 


825 gummed labels 
Letter size sheet of 33 J 
perforated labels 
Choice of 5 

**keying”’ colors 


50¢ per 


package 


MAIL-AIDS | 
Two label sizes available 
* 81%, x 11 gummed, per- 
forated sheets * 500 sheets 
to package * White, 
gummed paper « only $6.00 
per package 





ON SALE AT YOUR STATIONER. 
FOR APPLICATION TO YOUR Di- 
RECT MAIL PROBLEMS WRITE 


EURIE/KIA) 


EUREKA SPECIALTY PRINTING COMPANY 
STATIONERY DIVISION DEPT. R 
Scranton, Pennsylvania 
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America’s high percentage of literacy creates an insatiable thirst for 
knowledge, which continually pyramids the output of books, magazines, newspapers and 
advertising material. Indispensable indeed is the Printing Industry. Small wonder that in 
all American industry it rates second in the number of manufacturing plants, first in sal- 
aried employees, sixth in total employees, fifth in total salaries and wages! So upon the 
occasion of the twentieth Printing Week, we salute all those connected with the graphic 
arts field. Pride in our own important contributions is tempered by the realization that 
our position entails definite obligations to develop even better papers for still better print- 


ing. To this end the Champion organization pledges every effort today and in years to come. 


ru Cheamypicine Vier AND FIBRE COMPANY... HAMILTON, OHIO 


MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
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by HENRY HOKE The class will now come to order. This will probably turn out to 


be a hard boiled session. We may kill off a few sacred cows and step 
on a couple of tender toes. 


During the past month, I have received more calls for advice on 
Direct Mail problems than I’ve experienced for many years. 


“What are we going to do about rising printing and mailing costs?” 
“Where can I get somebody to write letters that will get us better re- 
turns?” “What’s wrong with this mailing . . . why did it fail to pull?” 
“We used all the formulas . . . will you tell us why it was a total flop?” 
“We made a test mailing on our offer and got good returns. Bought 
12,000 names from XXX Company and didn’t cover mailing expense.” 


“Why ?”° 
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What's Wrongeety Direct Mail? 


On top of all this, we’ve been 
getting stories of slackening busi- 
ness in printing and lettershops. 
Likewise ... tales of reduced pro- 
motional efforts, and the displace- 
ment of printing and allied busi- 
ness from the metropolitan to the 
small town or rural sections. Like- 
wise ... recent releases from Paper 
Trade Associations indicate a 
“possible oversupply” of paper in 
1948, with an accompanying price 
break. Straws in the wind! 


So, The Reporter has been ques- 
tioning, listening, collecting and 
analyzing. The members of this 
class might be able to profit from 
our conclusions. 


But let’s not confuse the issue by 
trying to analyze the general world 
upheaval, business uncertainties 
and all the other economic and po- 
litical angles affecting costs and 
buying habits. Let’s agree to stipu- 
late (as the lawyers would say) 
that (a) business generally is 
topsy-turvy for reasons beyond our 
individual control (b) it may be 
that way for some undeterminable 
time (c) Direct Mail (as a selling 
medium) has always been most 
effective in a_ difficult buyers 


market AND (d) for the purpose ° 


of this report we will stick to a 
discussion of: 


1. Getting around high costs for 
Direct Mail and printed promotion. 


2. Finding out what’s wrong 
with present Direct Mail strategy. 


Those stipulations should make 
the objectives of this session clear. 


Now ... for the conclusions. 


First Section for Discussion: 


What Are You Going to 
Do About Rising Printing 
and Mailing Costs? 
Grumbling and hysteria won’t 
help. You as an individual buyer 
can’t do much to control or regu- 


late spiralling labor and supply 
prices . . . but there are three 
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major points for counterattacks. 
(Not including . . . just giving up 
and saying “to hell with it.”’) 


Attack One: Have courage to 
experiment with substitutes and 
new methods. 


The story from Chicago (told 
elsewhere in this issue) is a good 
example. It may have long-lived 
repercussions. The typographical 
unions pulled a strike on all Chi- 
cago newspapers. Overnight, the 
newspapers converted to Varityper 
composition. That’s the typewriter 
with changeable faces and spaces. 


position, and production methods. 
Not that you want to cheapen or 
weaken the effectiveness of your 
mailings. You are fighting for 
survival. 


Attack Two: You can cut costs 
by eliminating waste. That’s simple 
enough. There are so many ways 
to eliminate waste ... we can hit 
only the high spots in a-b-c style. 


(a) A change in format may 
save money and do a better job. 
How do you know for sure that 
your house magazine wouldn’t be 
even better produced smaller than 
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A battery of sixty machines in one 
large paper turned out an accept- 
able newspaper at less composition 
cost than the rate being com- 


‘plained about by the strikers. The 


enforced substitution may even- 
tually change the complexion of 
the publishing industry . . . reduc- 
ing its cost of operation. 


Direct Mail users have the same 
alternatives. If your costs are 
spiralling beyond your budget— 
start making substitutions in 
methods. Rather than eliminate 
your house magazine, for example, 
experiment with the new substi- 
tutes for usual typography. There’s 
the Varityper, the Electromatic 
proportionate spacer ... or even 
straight typewriter composition. 


Keep your eyes peeled for other 
possible substitutions in your pro- 
duction methods. Photographic 
composition is nearly here .. . just 
around the corner. 


There are new methods of han- 
dling art work. New binding pro- 
cesses. Dig deep to find substitutes 
for your present preparation, com- 


its present size? Maybe it would 
be better with fewer pages. Per- 
haps that booklet or brochure you 
are planning would be more effec- 
tive as a single sheet circular with 
a short accompanying personalized 
letter. In other words . . . study 
every job for its waste saving possi- 
bilities and at the same time you 
may uncover methods for improv- 
ing effectiveness. For example, a 
brief offset memo on a short letter 
form (1/3 size) attached to a 
carbon copy of a personal letter 
got better action than a more 
elaborate and costly release on 
same subject. 


Don’t get the idea we are talking 
about cheapness when we urge 
elimination of waste. 


Here’s one recent example of our 
advice to a questioner. An estab- 
lished, expensive (but very worth- 
while) advisory service was being 
offered to 40,000 retailers. Results 
very poor. Letterheads of lowest 
quality—both in art and _ stock. 
Poorly produced letters followed 
most commonplace mail order 
style. 
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There were other’ errors in 
strategy which can't be described 
here. I suggested complete reversal 
of form: A beautifully designed. 
expensive looking modern letter- 
head; cutting list from 40,000 to 
around 2000 best selected pros- 
pects, and elimination of mail 
order form letter approach by sub- 
stituting extremely personal, auto- 
matically typed letters. Eliminat- 
ing waste and cutting costs by 
spending more on less. Sounds too 
simple perhaps ... but it works. 


(b) Eliminate waste by watch- 
ing your lists. An old, old story. 
But more needed today than ever 
before. The story above involved 
a change in both format and list. 
Plenty of money can be saved by 
just cutting lists to the essential 
bone; by eliminating bad ad- 
dresses, poor or unlikely prospects. 
Too many people still think of 
Direct Mail as a competitor to the 
mass media. In only rare instances 
is Direct Mail a good mass medium. 
Direct Mail’s best spot is in highly 
selective influencing. Cut your 
costs by using Direct Mail selec- 
tively. No use for me to write a 
book on the subject. The only 
person capable of cutting the waste 
or your list ... is YOU. 


(c) You can cut costs by elimi- 
nating waste in planning and pre- 
paring your Direct Mail. There are 
plenty of short cuts. 


Cooperation is one! 


A house magazine editor [ know 
has reduced his cost and improved 
the appearance tremendously by 
borrowing appropriate illustrations 
(the engravings) from other h.m. 


editors, from magazines and na- 
tional advertisers. He has in- 
creased goodwill for his company 
by publicizing and flattering the 
people or firms from whom he 
borrows. Study the possibilities for 
cooperative saving in your field. 
But be sure you are just as willing 
lo give as to borrow. | 


Also... dig out and reclassify 
all your old art work, illustrations 
and similar usable material. It 
may be just as appropriate today. 


And if you are a space advertiser, 
try to work out a system to co- 
ordinate your Direct Mail with the 
space. We had a series of articles 
on the subject in THe REPORTER. 
Art work, illustrations and engrav- 
ings used in space ads can be 
adapted to your Direct Mail pieces. 


Watch carefully every step in 
the planning and preparation of 
vour Direct Mail. Plan it carefully 
hefore you order. Work with your 
printer and your lettershop ahead 
of time. Millions of dollars are 
poured down the waste drain 
annually because of poor plan- 
ning, poor preparation. 


Attack Three: Buyers of print- 
ing and mailing services can help 
counteract spiralling costs by insist- 
ing that the members of the 
Graphic Arts streamline — their 
shops. 


Some of our printer and letter- 
shop friends may not like this sec- 
tion. But they have a big stake in 
this whole situation. In many 
ways, the Graphie Arts has been a 
Backward Art. Some shops are 
operating on 1920 methods. Not 
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all . . . by any means. But too 


many, 


A printer in the midwest asked 
his biggest engineering customer to 
loan him production experts to 
help in streamlining his plant. 
Results have been amazing. New 
methods of lock-up and pre-make- 
ready have cut costs on composi- 
tion and press time which more 
than offset labor and supply in- 
creases. The whole printing in- 
dustry, including the equipment 
manufacturers, should be focussing 
on this major problem. Streamline 
... cut waste... improve methods 

. simplify. And in case any 
union leaders are listening ... my 
advice is to cooperate. If labor 
hucks streamlining and does not 
cooperate on speeding up and 
cutting down costs they will kill 
the gold-ege laying goose. 


Streamlining can be applied to 
lettershop and mailing work too. I 
recently inspected (pledged to 
secrecy) one of the largest letter- 
shops. The engineering minded 
hoss has completely modernized 
his production methods. Some of 
the Rube Goldberg-ish innovations 
are fantastic ... but are working. 
I can’t describe them ... but they 
involve special electrically driven 
platforms for operators; order con- 
trol and inspection systems which 
speed production and improve 
quality. Workers are happy and 
cooperating because they have 
comfort conveniences, good light- 
ing, rest periods. Human elements 
have been added to the engineer- 
ing. That’s progress. Buyers of 
printing and Direct Mail services 
can cooperate with the trend by 
“needling” their own producers to 
streamline production methods, 


So there vou have the physical 
wavs to combat rising Direct Mail 
costs, 


Simple as a-b-c. 


1. By substitutions of methods 
and supplies. 


2. By eliminating waste in for- 
mats, lists, planning, ete. 


3. By streamlining Graphie Arts 
production. 


(Continued on Page 10) 
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Second Section for Discussion: 


What's Wrong With 
Present Direct Mail 
Techniques ... In Rela- 
tion to Cost of Doing 
Business? 


This is where we'll tramp on 
quite a few tender toes. 


As I view the present batch of 
Direct Mail specimens and analyze 
the current crop of inquiries .. . 
too much Direct Mail is falling 
into three distinct costly ruts. 


Copycat-itis 


Don’t get me wrong. I believe 
in adapting ideas from other 
sources. I believe in following 
fairly well established formulas 
(with discretion) but the Direct 
Mail business today, particularly 
mail order, is suffering from bor- 
ing sameness, from parrot like fol- 
lowing of formulas, from copying 
the other fellow’s “best” efforts. 
We need more originality, more 
individuality. 


I've been analyzing the current 
promotion efforts of the magazine 
and book publishers. There is a 
lot of it now. 


With rare exceptions ... the 
letters are drab. The processing 
even looks alike. There are the 
“tested” switches to second color in 
certain paragraphs. There’s the 
parrot like repeating of formulas 
which may have been just right for 
a Bob Collier promotion—but 
which gets pretty tiring when 
everybody sings the same tune. 


If I get another letter starting off 
... “With your permission, I am 
soing to send you, for free inspec- 
tion, a new time saving blah. blah. 
blah” ... PI need a doctor! 


And then those letters .. . start- 
ing with a string of inane ques- 
tions! Perhaps such a letter worked 
for someone. Now everybody is 
copying. The letters sound more 
like the rantings of a side show 
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barker than what a letter is sup- 
posed to be—convincing conversa- 
tion. 


The sales by mail promoters are 
losing inestimable tens of thou- 
sands of dollars by blindly follow- 
ing an impersonal sameness. Let's 
stop copying the other fellow and 
do some original thinking. It will 
cut costs. 


Another crop of current pro- 
motion letters is falling into the 
personal pronoun sameness rut. 
One recent 26 line letter offering a 
book used 15 first person pronouns. 
Another, from a magazine which 
should know better, showered “I” 
and “we” all over the important 
first two paragraphs. 


If you think the sameness rut is 
restricted to mail order type Direct 
Mail... take a look at a week’s run 
of press releases. They too are Di- 
rect Mail. Who teaches people to 
write press releases? Is it the 
schools of journalism or are styles 
copied from books? Press releases 
are intended to “sell” publicity. 
They are important. They should 























be planned as carefully as any 
other mailing effort. Once in a 
while we find a good one. Most of 
them are toneless, colorless, lack- 
ing in imagination. 


And talk about parroting! Harry | 


Singer, publisher of Media Digest 
said recently at a luncheon of the 
American Marketing Association. 
“Future media promotion must be 
reframed to tell advertising buyers 
how to make better use of media. 
in order to sell more merchandise 
in a more competitive age, or this 
method of mechanized selling 
may pass into obliyion in the same 


manner as the fast cracking drum- 
mer, with his pocket full of cigars 
and comical stories. Promotion 
must take into account that un- 
biased research is fast replacing 
the old ‘Bingo Game’ methods of 
media selection, and consequenily 
must develop in its message the 
professional dignity of an engineer 
instead of the ‘come on’ beckonings 
of a carnival barker.” 


All very good. Maybe! Most of 
the media people are using surveys 
and reports. But somebody must 
have sold them on the idea that an 
814” x 11” format is “preferred.” 
I've seen more survey” reports 
recently than ever before and most 
look the same. Same size. Same 
format. Same style of presentation. 
It's boring. It:wastes money. 


Compare this sameness with the 
recent spectacular stunt of TIME. 
Inc. The powers that be there 
wanted a basic piece around which 
their entire selling campaign could 
be wrapped. It had to be different 
... to stand out. Each of 5000 
people received a short three para- 
eraph, eight line letter from Harry 
Phillips, enclosing a_ curiosity 
arousing coat of arms and men- 
tioning that on December 10th a 
messenger would deliver a package 
which would make the enclosure 
clear. On December 10th, a West- 
ern Union messenger delivered a 
2434” x 1934” corrugated box con- 
taining a 24” x 19” leatherette 
covered embossed brochure of 28 
pages. Beautiful typography, super 
excellent paper. riotous colors. In 
reality it is a survey of the Reader- 
ship of Time “presented through 
the curious and antique science of 
Heraldry.” 


This book will become a museum 
piece. It went to a hand picked 
list of top business and advertising 
executives, to Deans of Schools of 
Journalism, to Governors of all 
states, to heads of foreign govern- 
ments. Under the surface, it’s a 
plain ordinary survey report . 
but instead of parrotinge the field. 
the designers set out to impress by 
differing from the moh. Who can 
sav that it’s too expensive? Or too 
elaborate? It might have cost more 
to do the same job with less impact 
hy repeated mailings. In other 
words. [I’m not recommending 
either cheapness or extravagance. 





THE REPORTER OF DIRECT MAIL ADVERTISING 















a me OS jie 


— 4 =e 


-_ -_ se OF Ur Cl’ 


a _ —— << | cee! OCU 





I'm recommending different-ness 
and originality to offset spiralling 
increases. Let’s get back to indi- 
vidualized selling by mail. 


Insincerity 


Too many of the current speci- 
mens of Direct Mail are lacking in 
sincerity. I won’t quote cases... 
because I don’t want to hurt too 
many feelings. 


One recent Christmas-gift offer 
mailing was brought to me by an 
irate REPORTER reader. The cause 
of irritation was a punch line in- 
ducement reading: “The little code 
mark on the lower left corner of 
the front of the return envelope 
tells us that this order is from you 
—one of our regular customers. 
That’s our cue to devote our im- 
mediate attention to YOUR GIFT 
ORDER ahead of all others.” 


Fine stuff ... but there was NO 
code mark on the return envelope. 
It appeared on another part of the 
piece which didn’t go back with 
the envelope. Maybe it was a mis- 
take . . . but it made the whole 
piece insincere. 


I recently received a sample of a 
sales letter from an old friend. I 
circled the atrocious, long winded, 
rambling, insincere first paragraph 
and sent the letter back with this 
notation, “Are you sick? Read this 
paragraph in one breath to your 
secretary and if you don’t blush 
I'm going to retire.” 


[ could quote case after case. 
But you get the point. Examine 
your own stuff. 


Hard fisted selling is coming 
back. You are worried about 
spiralling costs. Don’t waste money 
by making your copy so obviously 
insincere that people won't re- 
spond. 


One of the most encouraging 
signs that big business recognizes 
the need for making mail contacts 
clearer and more sincere . . . is 
reported elsewhere in this issue. 
The Prudential Insurance Com- 
pany has allowed us to tell some of 
the details of their three year train- 
ing program. All executives and 
corresponding ‘employees of the 
company will receive thorough 
training in effective writing. More 
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companies should adopt similar 
programs. 


Using Wrong Technique 


Why don’t more people feel free 
and easy about Direct Mail? Just 
sit back, relax and think about the 
best way of doing it before doing 
something wrong. Direct Mail is 
simply sales strategy by mail. 
There’s one best way of doing 
every job. 


I’ve already quoted (under cost 
discussion) the case of mailing 
shoddy material on a quality serv- 
ice to 40,000 names when a selec- 
tive high class approach to two or 
three thousand was the proper 
technique. 


I’ve seen brochures used when 
letters were the best bet. [ve seen 
long letters used when a good in- 
formative booklet or leaflet with 
short transmittal letter was the 
proper approach. 

















A fellow wrote recently and gave 
a long explanation of list failure. 
He gave figures and named names 
on the various lists he had pur- 
chased and the discouraging results 


from each. Wanted to know 
whether his results would improve 
if he bought such and such a list. 
His trouble was stupid thinking. 
He was focussing on the wrong ele- 
ment. The list. A brief analysis 
showed that his proposition wasn’t 
good. Or rather, that the group he 
was trying to sell it to were not 
responsive to the idea. So it didn’t 
make any difference what type of 
appeal or what format or which 
list he used. The proposition 
couldn’t be sold profitably by mail. 


Another bewildered inquirer 
wanted to know why a mailing to a 
highly specialized list of executives 
flopped so badly .. . when results 
from space mail order ads in maga- 
zines brought such good returns. 
It was so simple. The mail pros- 
pects were not prospects at places 
reached. What was needed was a 
hand picked, very difficult-to-ob- 
tain list. A job requiring concen- 
trated, selective approach, Not 
mass selling. 











I recently saw a fellow breaking 
his heart trying to make a letter 
mailing pay out in competition 
with the ordinary postcard. The 
letter pulled better than 114% 
while the postcard brought slightly 
less than 1%. Was the letter better? 
No! In plain arithmetic, the letter 
brought back in dollars less than 
its cost. The postcard, even though 
pulling fewer orders, brought back 
a satisfactory amount over its cost. 
And that doesn’t mean that on 
another test the positions wouldn’t 
be reversed. 


What I’m trying to make clear 
to all of you is . .. that in these 
days of spiralling costs we've all 
got to do some serious thinking 
and we must be pliable in our use 
of the various formats and tech- 
niques. 


Let’s not be deluded by so called 
“tested methods” or preference 
tables. You may win out by being 
entirely different. You may save 
and make money by sound plan- 
ning in advance. Don’t be afraid 
to be different. 


(Continued on Page 12) 
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It’s about time to adjourn the 
class for this session. | really want 


to be helpful. 


The application of these con- 
clusions is entirely up to you. Good 


luck! 


What's Wrong-"ely Direct Mail? 


I've told you how to combat 
spiralling costs by three types of 
attack :— 


After all these years of fooling 
around with formulas, formats, 
techniques and what-not, I’m more 
sold on the power of sensible Direct 
Mail than ever before. Costs are 
simply an incidental. Just one of 
the problems. 


My old boss, John Howie Wright, 
hit the nail on the head when he - 
save us his easiest of all formulas 


Recently, ve been sounding out, 
or rather selling, a training course l. 
in Direct Mail. Just for additional 
experience and for experimenting 
with flexibility, | tried out a num- 
ber of approaches. I used form 
letters, automatically typed letters, 
hand written P.S’s, reprints, circu- 
lars and postal cards. One of my 
friends called to warn me that I 
was getting myself “in dutch” by 
using a “cheap penny postal card” 
to sell a $115 product. I told him I 
wasn’t trying to sell $115 by postal 
ecard (even though we sell $3.00 
subseriptions very nicely by postal 
cards). | was simply trying to un- 
cover logical interested prospects 
for further contact by letter. But I 
was wrong in part. Some of the 
postal cards actually came _ back 
with checks attached, although no 
money was invited. The postal card 
not only “sold” ... but it also de- 
veloped more inquiries than one 
group of form letters. So in this 
case it paid to violate the formulas 
or the phobias. In your case, it will 
pay you to avoid lazy or stupid 
thinking. It will pay you to avoid 
the wrong techniques by daring to 
be different, or by thinking 
through on the soundest, most 
sensible and economical plan for 
you. 


By substitutions of methods 
and supplies. 

2. By eliminating waste in for- 
mats, lists, planning, ete. 

By streamlining Graphic Arts 
processes and production. 




















I’ve suggested three costly ruts to 


for planning and 
avoid :— 


Mail— 
Make it Simple 
Make it Easy to Read 
Make the Main Point BOLD 


writing Direct 


Copycat-itis 
Insincerity 


Stupid Thinking or Using the 


Wrong Technique. How about trying it in 1948! 





Before going to press on the article Your article did, in fact, start me went out and pulled back a slew of 





above. we asked a few of our friends to 
read it... to cheek any errors or omis- 
sions. We were given the green light 
by all. But the suggestions made by 
Nicholas Samstag. Promotion Director 
of Time, Inc.. should be placed in the 
record. Here they are: 


Your article makes good sense. I am, 
as you suggest. resisting a temptation to 
make low gutteral noises over what you 
say about formula writing. 


But aside from that. don’t you think 
vou paint your picture terribly black in 
your third paragraph? Can't you think up 
a few good questions to ask which involve 
holding on to gains that Direct Mail has 
made over the wartime period? For 
example. “How are we going to use niost 
effectively the brand new lists which 
the war put into our hands?” and “How 
are we going to capitalize on the mil- 
lions of people who got into the habit 
of buying by mail when stocks were 
so depleted during the war?” 


thinking, and I came up with the follow- 
ing —which I give you simply in the in- 
terests of talking shop: 


A great many Direct Mail users are 
now reaping a harvest of confusion 
sown by themselves during the war 
years. 


Back there, when anything sold by 
mail (or sold better than ever before 
by mail) thousands of record returns 
were chalked up and credited to the 
copy. These records were set, in many 
cases, in spite of the copy. They were’ 
set by a period of easy money and 
merchandise shortages—and the copy. 
had it been tested in a prewar year, or 
during a period like this, would have 
fallen flat on its type-face. 


But the vanity of man passeth all 
understanding. And so, many users of 
Direct Mail told themselves happily 
that some piece of fustian copy which 


orders represented a brand new, sure 
fire copy pattern—when (if they had 
compared their increase of returns with 
the average increase being registered by 
everybody everywhere) they would have 
found that, although they were break- 
ing prewar records, they were still lag- 
ging behind the current parade. 


Now, these wartime copy records are 
fooling them. I am suggesting, in short, 
that any copy experiences undergone 
during the war years be mentally seg- 
regated out of the records—and that 
Direct Mail users go back to their most 
successful angles before the war and 
check these angles today against the 
record-breaking copy used during the 
war. Perhaps they will find that, now 
that things are approaching normal 
again, the copy which went out in a 
normal period is once more on top. 


I guess I have taken much too long 
to say something simple—but here it is 
for what it’s worth. 
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PIPES AND TOBACCO BY ALFRED DUNHILL OF LONDON . 


DIRECT COLOR PHOTOGRAPH BY VICTOR KEPPLER, NEW YORK CITY 


HOW TO MAKE A MILLION PIPE SMOKERS SAY AH-H-H-H 


It is quite probable that the learned Chinese 
philosopher who wrote, “One picture 1s worth a 
thousand words’’, would have upped his estimate 
materially, had he been able to see, or even fore- 
see, the magic of full-color lithography. 

Lifelike reproduction of world-famous Dunhill 
pipes and tobaccos, for example, is the surest way 
we know of to create the urge to buy—and, when 
shown in the right places, to make a million pipe 
smokers say, ‘‘Ah-h-h-h”’. 


More and more, advertisers are turning to off- 


set lithograhy for all sorts of selling aids—not so 
much because they can buy certain jobs for less, 
as it is that offset gives them more effective use of 
color, illustrations and paper than other processes, 
for the same kind of money. 

Want to know how and why? The Harris- 
Seybold movie,‘‘How to Make a Good Impression”, 
will show you. 

It’s available to lithographers for showings to 
the advertising fraternity. Ask your lithographer 
about it, or write us direct. 





IT’S JUST LIKE PUTTING MONEY IN THE BANK... 


RB. THE SUCCESSFUL LITHOGRAPHIC JOB BEGINS HERE. 
Call in your lithographer at the very beginning—while there is still 
time to make use of his specialized knowledge. Let him help you 
plan the production of the job step by step. It may be too late to 
effect important savings if you wait until all the details of size, re- 
touching, etc., are determined, before “turning over the job”. 
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3. HERE IS ONE GOOD WAY TO EXPEDITE DELIVERY. 
Get in line early. Allow your lithographer to schedule your job 
while it is still in rough form. Then, while it is “awaiting its turn” 
in his plant, you can proceed with the final layout and art work. Be 
sure, however, that it is ready wherpromised. Otherwise, you may lose 
your place in line and embarrass both yourself and the lithographer. 
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2. AVOID THAT EXPENSIVE FRACTION OF AN INCH. Quite 


often, as little as an extra half inch in the size of your job will prove 


to be a wasteful luxury—if it prevents cutting the piece out of a 


“standard size” sheet of paper. Your lithographer can help you 
avoid such waste, and, perhaps may suggest other economies, if you 
consult him before the layout and working art have been completed. 
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4. USE THE FULL CAPACITY OF THE OFFSET PRESS. 
One of offset’s big advantages is that it allows you to use the full 
capacity of the press—with practically no additional cost for plates. 
Appreciable savings are often effected by gang runs, or by running 
an additional smaller folder along with the larger piece. But this, too, 
requires planning and calls for a decision during the initial stages. 


There’s nothing mysterious about offset lithography. Just as with any other mass reproduction process, 
offset requires clean, intelligently prepared copy—regardless of whether you are buying ruled form work 
or a handsome brochure. The successful buyer is one who recognizes this fact. He places his work with a 
supplier whose experience, equipment and personnel best qualify him to produce a given job. Further 
than that, he is wise enough to see to it that the lithographer has enough time to do the job well—and 
that he makes a legitimate profit. For a brief presentation of the values of offset lithography, write for a 


copy of “Why Offset Lithography Is On The March”. 


HARRIS-SEYBOLD COMPANY | 
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Best Story of the Month 


Chicago Papers 
Counter Strike 


Varityper Takes Over Job of Composing Room in 


Move to Keep Newspapers Running 


The eyes of the Graphic Arts 
industry and of the Government 
were focussed on Chicago during 
December, 1947. All Direct Mail 
people were interested too. For a 
piece of equipment used primarily 
in the Direct Mail field up to this 
time allowed the owners of Chicago 
newspapers to keep running. 


The International Typograph- 
ical Union, under new and ram- 
bunctious leadership, refused to 
arbitrate under the law and went 
out on strike, 


The publishers countered by 
covering their composing room 
equipment with cheesecloth .. . 
and by converting to Varityper 
composition. 


The conversion became more 
newsworthy than the strike itself. 
Editor and Publisher devoted its 
covers and many inside pages to a 
full coverage. Time for December 
22nd wonders whether it means “a 
revolution” in publishing. The 
Chicago Tribune devoted full pages 
to picturing for its readers an exact 
step by step description of how the 
newspaper is produced. Nearly 
every paper in the country has de- 
scribed the process in detail... a 
process well known to most Direct 
Mail people. 


Varityper History 


For the benefit of the uninitiated 
... the Varityper is a typewriter 
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with changeable faces and spaces. 
It was first invented in 1877 by a 
Mr. Hammond and was known by 
his name for many years. The 
patents were owned and developed 
by various people, but real prog- 
ress was made only after owner- 
ship was taken over in 1932 by 
Ralph Coxhead. No need for us at 
this time to explain the process in 


detail. 


But briefly . . . here is what 
happened in many Chicago papers. 
The composing rooms were closed. 
No more typesetting, moving lead, 
making up forms, ete. 


New Composing Room 


Varitypers, scores of them, were 
installed right in editorial and 
executives rooms; some were in the 
advertising, classified and feature 
departments. Calls went out for 
skilled typists. Selected employees 
were given three hours training 
and then put to work. 


“Here’s how Editor and Pub- 
lisher for December 13th described 
the routine :—All copy prepared in 
the news department must be type- 
written twice before it goes to the 
composing room. The first time it 
is written on typewriters in column 
form with a notation at the end of 
each line telling how many spaces 
have been used im the line. 


REPORTER’S NOTE: Pretyping will 
shortly be eliminated. Varitypists will 
prepare and finish galleys from original 


seript. 


“This copy goes to the Varityper 
operators (or other typists), who 
adjust their machines according to 
notations made by the pre-typers 
so that each line in the column of 
the finally-typed product is readily 
justified. 


Foto-Type Used 


“The finished copy, together 
with the original written material, 
is passed along to the proofreaders, 
who, in most cases, are editorial 
employees who have been pressed 
into service. Corrections are made 
by retyping the line, which is 
pasted onto the copy before it goes 
to the art department, where the 
stories are pasted up on a card- 
board dummy of each page. 


“Meanwhile, headlines are writ- 
ten for each story and are either 
sent separately to the art room, or 
are set by hand in the news room 
from “Foto-Type” by pasting strips 
of individual tab letters together 
with scotch tape. 


“When the typed stories are 
brought in from the proofreaders 
they are matched with proper 
headlines and pasted on sheets of 
cardboard which have been marked 
to show where news and advertis- 
ing matter are to be placed on each 


page. 


“The pasted page dummies are 
sent to the engraving department, 


(Continued on Page 16) 
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1t's no bull- Save this buck- Good for 
one buck at our store -A steer fo 

































Stop throwing 
your money away - 


by sending out direct mail adver- 
tising and letters which lack that 
necessary spark and human inter- 
est which will keep it out of the 
waste basket. A good letter gadget 
is the answer. Write for my cata- 
log which should give vou some 
good copy ideas and will decidedly 
increase the pulling-power of your 


direct mail efforts. 


A. MITCHELL 


111 W. JACKSON CHICAGO 4, ILL. 
Room 735 
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Salute to Ralph Coxhead 


Here’s the man who made this story 
possible. He took over the Varityper 
in 1932 ...a year when optimism was 
at a pretty low ebb. His friends were 
not any too encouraging about the 
“new gadget.” But Ralph put his en- 
gineering genius to work. He stuck 
doggedly to a dream of perfecting a 
new kind of composing machine. He 
laughed at criticisms and obstacles. 
He rode roughshod over the critics 
and scoffers. He'd be the last to claim 
that perfection has been reached. But 
his courage developed the machine 
which licked a serious Graphie Arts 
problem in 1947 and -which may 


eventually revolutionize the publishing 
industry. 














where they are reproduced as zinc 
etchings by the photo-engraving 
process. The etchings are put to- 
gether, page by page, with pictures 
and advertising displays fitted into 
the news matter until each page is 
complete. From this point, the 
procedure follows the regular 
stereotype process of pulling a mat 
and casting a type metal shell for 
the press cylinders. 


“Arrangement of the advertising 
matter on the page dummies, form- 
erly done by the printers, now is 
handled by advertising salesmen 
and executives. A similar pro- 
cedure is followed in assembling 
classified ads, which are typed up 
individually, placed in envelopes, 
according to classification, and 
pasted on dummy pages. Classified 
pages, in some cases, are being re- 
duced a half or a third in the 
photo-engraving process. 


“The Chicago Tribune has one of 
the biggest operations under the 
new method. For news copy alone, 
the Tribune has 48 Varitypers and 
40 pre-typers, working in shifts, all 
assembled in the news room. Re- 
porters and special writers have 
























been moved to the visitors’ gallery 
to make room for the typists.” 


Although the Varityper has been 
mentioned most frequently in the 
news dispatches and feature stories, 
it should be reported that some of 
the newspapers have used the usual 
typewriter or the IBM proportion- 
ate spacer. 


The whole story points to an 
important milestone in the Graphic 
Arts. Future repercussions should 
be watched. Already developed for 
small country newspapers is a pro- 
cess which will eliminate many of 
the costly steps of preparing for 
the press. But it’s a long story and 
we'll have to cover it later. 


The Reporter is interested in this 
development because it proves a 
point advanced in our article start- 
ing on page 7. American in- 
genuity can and will solve the 
problems of rising costs by making 
substitutions in processes and 
methods. The Chicago experiment 
is only a beginning . .. only a 
straw in the wind. Right now, 
however, it’s the Best Story of the 
Month for all Direct Mail people 
and for the Graphic Arts. 





SOMETIME NEXT MONTH you read- 
ers will receive a questionnaire from 
THE REPORTER . five or six short 
questions on a double postal card. Survey 
subject is readership of this magazine. 


Be on the lookout for it. Should take 
you about three minutes to answer and 
mail return card. 


STRATHMORE ELECTS new officers 
and directors. At the annual stockhold- 
ers meeting, Strathmore Paper Company 
of West Springfield, Massachusetts elected 
four new directors and a new vice presi- 
dent. Our old friend Harry E. Riggs is 
one of the new directors. Harry was also 
elected vice president in charge of sales. 
The other three new directors are William 
A. McGilpin, Laurence W. Shattuck and 
Roy F. Arnold. 
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Is italways legal 
70 KILL A WOMAN ? 


For stx Montus I bend the ears of the home 
Office to get a postage meter. I win . . . Then the 
only good, fast, honest-to-Gregg steno I got, this 
redhead Morissey—balks at a postage meter! 

‘‘T have no mechanical aptitude. Machines mix 
me up. kind of,” she says. As if we asked her to 
fly a P-80. I almost blow my top. 

This postage meter, I explain, is modern, more 
efficient, a time saver . . . No more adhesive 
stamps. No stamp box, and who’s got the key? No 
running out of stamps you need. No scrounging. 
No stamp sticking. Just set the lever for any kind 
of stamp you want, for any kind of mail, and the 
meter prints the stamp right on the envelope with 
a dated postmark—and it seals the flap at the 
same time. Far faster than mailing by hand. Prints 
stamps on the tape for parcel post. Will handle 
anything we have to mail out of this office. 
Even keeps its own records! 

And metered mail needs no postmarking and 
cancelling in the postoffice, gets going earlier. It 
is practically heaven’s gift to the working girl... 
and so on. But with the Morissey, no soap. 


I try diplomacy. **Miss Morissey, I want you 
person’lly to try it for two weeks. If you don’t like 
it then—back it goes to the factory! I depend on 
your judgment implicitly. Okay?” ... She acts like 
an early Christian about to be lunch for a lion, 
but gives in. 

So help me—two weeks later she has a big pink 
bow on the handle of the postage meter—like it 
was an orchid or something. I give it the gape. 

“Kinda cute, ain’t it,” says Miss Morissey. 
“But a very efficient machine, Mr. Jones. Now 
the mail is out early enough so I get to the girls’ 
room in time to hear all of the dirt”... I wonder 
is it always illegal to kill a woman! 


WE are always learning 
some new advantages of the 
postage meter. If you'd like 
to learn what one could do 
for your office, call the 
nearest Pitney-Bowes office. 
Or write direct for an 
illustrated booklet. 










PrTNEY-BOWES Postage Meter 


PITNEY-BOWES, Inc., 2025 Pacific St., Stamford, Conn. Originators of Metered 


Mail. Largest makers of mailing machines. Branches in 63 cities in the United States and Canada. 
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Big Program For Better Letters 


How Prudential Insurance Company, Newark, 
N. J., Plans to Improve Letters by 
Employee Training 


As a result of almost two years 
of intensive research in the field of 
letter writing, The Prudential In- 
surance Co., Newark, N. J. soon 
will launch one of the most com- 
prehensive courses in effective writ- 
ing ever given by management to 
its employees. 


The course is believed to be the 
first of its kind ever undertaken by 
a large insurance company to de- 
part from the staid, complex, and 
legalistic type of correspondence 
often associated with the insurance 


field. 


Material for the course, which 
will be given some 1,400 employees 
of the Company’s home office in 
Newark, N. J., commencing this 
month, has been drawn from 35 
outstanding authorities on business 
correspondence. It also embraces 
writing techniques developed by 
Prudential research analysts who’ 
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obtained information from almost 
100 of the nation’s major com- 
panies. 


Dr. Rudolf Flesch, recognized 
authority on effective writing and 
author of “The Art of Plain Talk”. 
has been engaged as an active con- 
sultant in the development of the 
course. 


Instruction will consist of a 
series of eight sessions of an hour 
and three-quarters each, or a total 
of 14 hours. The most advanced 
type of teaching aids will be em- 
ployed, such as motion pictures. 
slides, visual aids and a device 
known as a “writing yardstick.” 


Employees scheduled to take the 
course are those concerned with 
dictating the 10,000 letters the 
Company sends out each day to 
policyholders, its staff. and the 
veneral public. 
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Company officials point out that 
in addition to their value as a 
necessary means of transacting 
business, these letters have a public 
relations value that is equally im- 
portant. They believe that the way 
in which things are said is often as 
important as what is said. 


Irregardless of the subject, every 
letter should be well organized, 
friendly in tone and reflect the 
Company’s sincere desire to be of 
service, they said. As a guide to 
establishing this criterion, the 
course is built around five writing 
principles, termed the five “C’s”. 
They are: (1) Clearness, (2) Con- 
ciseness, (3) Correctness, (4) Com- 
pleteness, and (5) Courtesy. 


Yardstick for Letters 


The “writing yardstick” is a 
device used for determining read- 
ing levels. These levels are broken 
down into seven categories ranging 
from “very easy” to “very difficult.” 
Factors that determine the cate- 
sory in which a letter falls are: 


1. Average sentence length in 
words. 


2. Syllables per 100 words. 


3. Personal reference per 100 
words, 


The yardstick measures as stand- 
ard, or the happy medium, a letter 
having an average of 17 words per 
sentence, 150 syllables per 100 
words, and 6 personal references 
per 100 words. 


In order to insure continued 
adoption of simplified correspond- 
ence, Prudential has projected its 
new program over a_ three-year 
period. Periodic samplings of cor- 


respondence will be made and 
monthly bulletins dealing with 


writing techniques will be issued 
to those who have taken the course. 





THE REPORTER congratulates Pru- 
dential executives on their forward 
looking step. Let’s hope other large 
companies tackle the problem in the 
near future. 











< 

Assisted by the us° of visual aids. H. T. 
Nedden, Jr.. of the Methods Department 
of The Prudential Insurance Company of 
America, is <hewn instructing employees 
on effective writing techniques. 
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RUDOLPH RUZICKA TO DESIGN 1948 
CONTEST CERTIFICATE OF AWARD 





Well-known Works Include 
IPI Color Monographs 





The IPI Essay Contest Cer- 
tificate of Award will be de- 
signed by Rudolph Ruzicka, 
one of the great American 
type designers, who designed 
the famous ‘‘Three Mono- 
graphs on Color,” published 
by IPI. 

Perhaps one of the _ best 
characterizations of the man 
is in the Linotype Fairfield 
announcement, by W. A. 
Dwiggins. 

“‘What could be more rea- 
sonable than to engage a man 
of this experience and accom- 
plishment upon a project of 
type designing? 

“Grounded in the craft of 
incising graphic images in 
wood and metal. Familiar 
with the whole country: 
equally at home in the ‘routed 
out’ bottomland and on the 
top of the mesa. Keenly aware 
of what happens to the edges 
when you jam the inked plane 
on the paper. Facile manipu- 
lator of ‘line’—and of the white 
spaces of paper between the 
lines (equally important), in 








designed by Rudolph Ruzicka 





other words, a designer of dis- 
tinguished ‘pattern’.”’ 

Works designed by Ruz- 
icka, many with his own wood 
engravings in color, drawings, 
line engravings on copper, and 
aquatints, include: 

The “Three Monographs on 
Color.” published by IPI. 

New York, The Grolier Club, 
New York. 1915. 

The Jonny-Cake 
‘Shepherd Tom’. Boston, 
vately printed. 1915. 

Washington Irving’s Notes 
and Journal of Travel in Europe. 
Grolier Club, New York. 1921. 

Fables of La Fontaine. Limited 
Editions Club, New York. 1930. 

Walden, The Lakeside Press, 
Chicago. 1930. 


Papers of 
pri- 








10 JUDGE TWELFTH IPT ESSAY CONTEST 


| John E. Orchard 






Charles E. Wilson 





15,000 Students from 400 Schools Entered; 
Largest Enrollment in Contest History 





Judges for the Twelfth Annual IPI Essay Contest sponsored 
by International Printing Ink in cooperation with the National 
Graphic Arts Education Association are to be David W. Arm- 
strong, Executive Director of the Boys’ Club of Amcrica; 
John Kieran, Editor of the Information Please Almanac; 
John E. Orchard, Dean of the School of Business, Columbia 
University; Charles E. Wilson, President of the Genera! 


Electric Company; and Harry 
L. Gage, graphic arts consult- 
ant to the Mergenthaler Lino- 
type Co., who for the twelfth 
consecutive year serves as 
chairman of the five-man jury. 

The Twelfth Annual IPI 
Essay Contest is expected to 
have the largest participation 
in the contest history. An esti- 
mated 15,000 students from 
more than 400 high schools, 
junior high schools, and pre- 
paratory schools have enrolled 
as participants in this year’s 
contest. Subject of their es- 
says is “Printing and a Free 
Economy.” 

Essays are being submitted 
from schools in 47 of the 48 
states, the District of Colum- 
bia, Canada, and Hawaii. The 
two best essays submitted by 
students in each school are 
eligible to compete for the 
national awards. 

For contest rules and fur- 











Harry L. Gage 
Graphicartsconsultant to the Mer- 
genthaler Linotype Co., who serves 
as Chairman of the Awards Jury 
for the twelfth consecutive year. 





ther information write Fred 
J. Hartman, Educational Di- 
rector, National Graphic Arts 
Education Association, 719 
Fifteenth Street, N.W., Wash- 
ington 5, D. C. 





THREE LETTERS 


with the right twist 


John D. Yeck of Yeck & Yeck, 
234 Talbott Building, Dayton 2, 
Ohio sent us an interesting collec- 
tion of sales letters used currently 
by firms in the Dayton area. 


Three of the letters deserve re- 
printing here as examples of good 
thinking and the simple applica- 
tion of the picture, promise, prove, 
push formula. They are not the 
mail order type of letters, but they 
do push for action. Each drama- 
tizes its main point. And keeps 
punching at it “till the last line. 


We are not saying that these 
letters are perfect. Perhaps they 
could be improved. But they do 
stand out ahead of the average 
weve been complaining about in 
another section of this issue. In the 
future, we'll try to give you several 
examples of “good letters” every 


month. They may stimulate your 


own thinking. 


EXAMPLE ONE—On letterhead of 
Maxon Construction Company, Inc. 
(Dumpcrete Division ) 

131 North Ludlow Street, 
Dayton 2, Ohio. 


Letter signed by . 
IW. W. Kingman, Sales Manager. 


The State Police said, “YOU'RE CRE- 
ATING A HAZARD.” 


Yes, that’s what happened when an 
Ohio firm* hauled washed sand and 
gravel on a main highway. Naturally, 
some water leaked out of the ordinary 
dump bodies they were using. Then 
came a light freeze. and the highway was 
a sheet of ice. 


But the problem was solved —quickly 
with the DUMPCRETE. Not a drop of 
water leaks out of the watertight DUMP- 
CRETES now on the job. 


* The Central States Construction Com- 

pany—now hauling washed sand and 
gravel in watertight Dumpcretes—re- 
ports them completely satisfactory in 
every respect. 





the customary routine. 


years. 





A Perfumed House Magazine 


Thursday, December 18th was an interesting day in THE 
REPORTER offices. We received a house magazine which upset 
As soon as the carrying envelope 
was opened ... everyone noticed something different about 
The Dow Diamond, beautiful house magazine of The Dow 
Chemical Company, Midland, Michigan. Of course, the 
cover was beautiful . . . four color full page photograph. 
And then we read the first inside page story about Donald 
M. Plummer, the new editor taking over from Walter J. 
Rummel, who has created the magazine for the past few 
Then the next story made the difference clear. 


A story about fragance in advertising. This entire issue 
of The Dow Diamond was printed with scented ink. We 
spent the rest of the day on the telephone finding out more 
about the process and its possibilities. 
story for you on it next month. But try if possible to get a 
copy of The Dow Diamond for your idea file. 


We will give it some sort of a hypothetical award for 
the best house magazine stunt of the year. 
the perfume .. . it is typographically and pictorially perfect. 


We will have a long 


In addition to 
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If leaky dump bodies have ever been 
a problem for you, you'll want to know 
more about the Dumpcrete. It’s an abso- 
lutely watertight body with a high dis- 
charge, and was first used for hauling 
concrete. Now it’s used every day for 
sand, gravel and earth. Its built for 
rugged treatment and will take hard 
pounding day after day. 


The Dumpcrete’s three sizes offer 4-, 
6- or 8-yard sand or gravel capacity. The 
high discharge (from 5-4” to 6) is ideal 
for high stock-piling. 


What's more, if you’re interested in 
ready-mix concrete, don’t overlook the 
central-mix Dumpcrete method. The en- 
closed booklet will tell you how this 
low-cost plan has worked for hundreds 
of others-——-in 39 states. Canada. Panama 
and Hawaii. 


Anyway, your best bet is to find out 
more about the unusual Dumpcrete. Drop 
the enclosed card in the mail for all the 
facts. 


EXAMPLE Two—On letterhead of 
Continental Tooling Service, Inc., 
19 West Fourth Street, 

Dayton 2, Ohio. 


Letter signed by H. E. Folkerth. 


We have a couple of designers who can 
be very, very dumb ... and they’re the 
most valuable men in the place. Because 
... let me tell you... it takes brains 
to be dumb. 


Scientifically dumb, that is. 


Usually, when we get an order for tools, 
we get three specific instructions. Make 
it good; make it cheap; make it simple. 


Now it’s not easy to make good ma- 
chine tools cheap. But experience and 
background help there. You can build 
on what you’ve learned before .. . and, 
since the 40 some men at Continental 
average over eight years in the trade, we 
ean call on a few hundred years of back- 
ground and experience for every job. 


But “make it simple”—fool-proof, that 
is--is something else again. The tool- 
wreckers on the production lines seem 
to think up new ways of doing things 
wrong overnight. It takes experience to 
build cheap, good tools. It takes imag: 
ination to build them “fool-proof.” 


Thats where our very, very dumb de- 
signers help. They can figure out more 
wrong Ways to run a machine than you 
can shake a stick at. But that’s good 

. the more wrong ways they see—and 
prevent--while the tool is still a blue 
print, the better tool it will be. 


Their “dumb” thinking has saved our 
customers thousands of dollars . . . for 
the real cost of a tool depends more on 
its cost in use than on its invoice price. 


You'll like our “dumb” designers .. . 
youll like the “fool-proof” tools they 


(Continued on Page 22) 











More About 
Mailing Lists 








Here’s what Harry Higdon had to 
say about mailing list problems in last 
issue of Phoenix Flame, hm. of 
Phoenix Metal Cap Company, 2444 
West Sixteenth Street, Chicago 8, II. 











“Don’t you keep your mailing 
list up to date?” asked the gentle- 
man, as he handed us the package 
of Flames returned by the post 
office. 


We explained, rather testily, 
that if there is one thing we try to 
get right and keep right, it is our 
mailing list. We further pointed 
out that if undelivered Flames 
were not returned to us, we might 
eventually be directing the greater 
part of our efforts to the dead letter 
office. 


The gentleman left. We picked 
up the returned Flames. On the 
very top of the pile was a Flame 
that had been addressed to an in- 
dividual the gentleman himself 
had asked us to put on the mailing 
list. The individual had moved 
without notifying the gentleman 
or us. 


The above illustrates one reason 
why mailing list keepers gray pre- 
maturely and haven't time to excel 
in important pursuits like golf and 
fishing. People change jobs. Or- 
vanizations change names and ad- 
dresses, but seldom do mailing lists 
record the changes promptly. Thus 
life in a mailing department be- 
comes one returned envelope after 
another marked: “Moved, left no 
address,” “Return to sender,” 
“No longer with this organization.” 


If and when you or your organi- 
zation moves, please notify us at 
once, if possible before the post- 
man has to return your copy of the 
Flame as undeliverable. On the 
other hand, if we are making any 
error—however minor—in address- 
ing our publication to you, tell us 
about that, too. Your cooperation 
will help both of us. You will re- 
ceive your Flame without inter- 
ruption—we won't have to explain. 
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Ane You Interested in... 


A Personalized, Year-Long 
Self Training Course In 
Direct Mail Advertising 


Direct Mail Advertising is a BIG subject. No one person is quali- 
fied as an expert in all of its phases. The only justification for my 
assumption of ability to write and conduct this training program 
lies in the fact that through the last twenty-five years | have been 
lucky in getting to know the experts in each of the phases. | have 
been able to draw on the experiences of many others and on our 
own files of reports and tests. | have already had valuable and 
successful experience in training hundreds of people, either 
personally or by mail. 


PRELIMINARY DESCRIPTION 


This new training program will be quite different from 
the widely approved, but now out of print, 1939 Reporter 
Course although including some of the basic material. 
It will come in smaller, more digestable doses. It will 
contain every obtainable, bunkless, up-to-date fact and 
theory about the planning, creation and production of 
Direct Mail . . . arranged in orderly, logical sequence 
. . - and in a style not possible in textbooks. 


It will be too personal, too conversational, too intimate, 
too frank ... to be treated in any other fashion than 
a personalized self-study course by mail. It will answer 
every conceivable question which has been or could be 
asked about Direct Mail. It is intended for advanced 
workers in Direct Mail . . . those postgraduates who 
want the whole picture. 


This training program will be fed to a limited number 
of acceptable “students” in a series of twenty-four or 
more, twice-a-month installments to be filed in a furnished 
special binder. There will be at least four problem as- 
signments during the year with one personal analysis of 
student’s (or company’s) own work or problems. 


A comprehensive, cross index furnished at the completion 
of the program will make the contents of the binder be- 
come the only complete encyclopedia of Direct Mail. 
The material will be suitable, of course, for group study. 


The price will be approximately $100 for the year (less 
than $10 a month), depending somewhat on how many 
people have gumption enough to go through an authentie, 
and so far, unobtainable study. 


| am interested in hearing only from serious “students” who will 
stick it out with me for a full year .. . and who will wind up the 
effort with a broader view of Direct Mail potentials; with im- 
proved techniques, freedom from fallacies, and increased earning 
or delivery power. (Several large business organizations have 
already planned to use the material for training selected 
employees.) 


Let me hear from you NOW .... so that | can send you an 
application. There has never been anything like this before. 
There probably never will be again. I‘ll guarantee complete 
satisfaction. It will save or make many times its cost. 


Write personally to 


HENRY HOKE weton'z, nv: 

















an appeal fo your 


CURIOSTTY 


You could be curious to know 
whether you can use our 26 years 
of advertising and mail selling ex- 
perience, to solve some of your par- 
ticular problems. Or to know the 
answers to some specific and im- 
portant questions, such as— 








“Are we using the right kind of 
advertising ?” 

“Can we profitably sell our products 
by mail, to consumers? to dealers?’ 
“Is our space advertising doing the 
best possible selling job?” 

If you are at all curious, about these 
or any other phases of your advertis- 
ing or selling program, won't you 
eall us in? There'll be no obligation 
of course. 


Earle A. Buckley Organization 


A Member of the American 
Association of Advertising Agencies 


1418 SoutH PENN SQUARE 
PHILADELPHIA 2, Pa. 








a small amount 
spent on 
good design 
can save you a 
large amount 
on production 
costs... 





THE WEXTON CO. 


designers of printed promotion 


425 West 57 Street 
New York 19 
Circle 6-9144 














design. Try them on your next tough 
job. They'll do their best to make your 
tools good; cheap; simple. 


That’s not so dumb. 
& 


EXAMPLE THREE—On letterhead 
of Continental Design Service, 
19 West Fourth Street, 
Dayton 2, Ohio. 


Letter signed by H. E. Folkerth. 


(Note: Stapled to letterhead 
above first line was a small glassine 
envelope containing two trick dice. 
One had five spots on all six faces, 
the other two spots on all faces. 
The tie-up with copy is perfect.) 


Roll ’em .. 


. you can’t lose. 


We call these gallopin’ dominoes “Con- 
tinental” dice because you aren’t gam- 
bling when you use them. You're going 
to win every time. 


. and that’s our aim at Continental 
Design . . . to make sure that you do 
win every time ... by getting tool de- 
sign that is good; as foolproof as pos- 
sible; yet economical to buy and to use. 


So we try to get and keep the best 
designers in Dayton . .. and Dayton 
rates pretty high in tool design. We 
make the most of past experience with 
hundreds and hundreds of all kinds of 





jobs, digging through our knowledge and 
our files for the best and most efficient 
ideas. 


We want to make every Continental 
job an investment, not a gamble. 


Three types of people “invest” in tool 
design at Continental. Those who go 
outside for all their design work; those 
who have a temporary overflow and, 
most important of all, those old-time, top 
flight designers who know the value of 
a fresh approach to a tough problem. 


Next time you have overflow or a de- 
sign problem that needs a fresh approach 
or a tool that isn’t producing at the rate 
you think it should, give us a chance to 
help you. It won't be a gamble. 


Well, use the dice; you'll enjoy them. 
Use Continental; you'll enjoy working 
with us, too. In either case, you can 
feel sure of one thing... 


The venture is sure to be profitable. 


“You can’t lose.” 


Final note: Send your best sales 
letters to THE REpoRTER. Every 
month we'll print a few of the best. 
Some months ago, we offered to 
criticize poor letters ... but we 
didn’t get enough examples of 
general interest to all readers. Per- 
haps too many of you were afraid 
of the blue pencil. So we'll file and 
forget the idea for the present. 








Macfadden Promotes Mail Order 


Macfadden Women’s Group Uses M.O. 
Technique to Tell M.O. Story 


Using the technique of the mail 
order man, Macfadden Publications, 
Inc., 205 East 42d St., New York 17, 
has just issued 30-page booklet to mail 
order advertisers titled “More And 
Better Inquiries ... More and Bigger 
Orders . . . When You Sell By 
MAIL”. The book shows the Mac- 
fadden Women’s Group’s pulling 
power—with keyed results. 


The piece is unique not only in its 


mail order presentation, but also in 
the way it has paid off for Macfadden 
Women’s Group. It was mailed with 
a hard-hitting sales letter and included 
the usual m.o. order form and reply 
envelope. Advertisers were urged to 
test Macfadden Women’s Group— 
using one magazine or using all five— 
and find out for themselves its pro- 
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ducing powers. After only 200 copies 
of the 30-page, 2 and 4 color booklet 
were mailed, enough orders came into 
the Macfadden shop to pay for the 
entire job. 


Loaded with case histories of all 
types of mail order advertisers—wear- 
ing apparel, schools and courses, cos- 
mestics, proprietaries, jewelry, agents, 
photographs, etc.—the book is a 
handy reference for mail order copy 
leads and techniques. ‘The book re- 
lates how successful mail order com- 
panies have spent fortunes and pro- 
duced large volumes of prospects and 
profitable orders from the pages of the 
five Group magazines—True Ro- 


mance, True Love and Romance, 
True Experience, Photoplay and 
Radio Mirror. 











The letter is worth reproducing 
here . . . as a good piece of selling 
copy, even if it may have a few too 


>. 99 


many “‘we's. 
Dear Friend: 


What’s happening in the mail order 
business today? 


Well, there are all kinds of rumors. 
Some say business is so-so; others say 
it’s plenty bad; nobody is standing up 
and cheering about it. But to pin it 
down, all admit the gravy train days are 
over. Customers have quit snapping up 
merchandise at any price. 


We all knew this had to happen, sooner 
or later. Today the question is, “What to 
do about it?” 


Many old timers have found a partial 
answer by getting into one of the biggest 
markets in the world for mail order. 
What’s that? Macfadden Women’s 
Group, with its 3,000,000 circulation 
which, statistics say, adds up to around 
10,000,000 girl and women readers. 


If you’ve been in Macfadden Women’s 
Group before, we don’t have to tell you 
how responsive it is to mail order... 
how year after year you can pull out 
many thousands of orders from its pages. 
If you’ve never tried this Group, the 
booklet we enclose becomes your Number 
One reading job. It shows you and tells 
you what this great Group has done 
for other folks in your field. 


Year after year, Macfadden Women’s 
Group has carried thousands of lines of 
mail order advertising . .. every ad 
keyed . . . every ad checked. Many of 
these advertisers have hardly missed an 
issue for ten years or longer, proving 
results in boom times and slack times. 


So this letter . . . and the booklet en- 
closed . . . passes on a hint of more 
business at a profit for you. Lower cost 
inquiries and more orders... right now 
and for many years ahead. Schedule 
vour best ad two or three times and let 
the key sheet do our talking for us. 


We predict . . . like dozens of other 
mail order houses, you'll be with us 
not for three months . . . not for six 
months ... not for a year ... but as 
long as you stay in business! 


Charles O. Terwilliger, Jr. 
Promotion Manager 


Reporter's Note: ‘This makes a 
good case history to add to your idea 
file. Unusual .. . to find a publica- 
tion promoting “mail order.” Al- 
though this is the type of “‘mail order” 
which causes many people to get our 
Direct Mail terminology confused. 
There ought to be some new defini- 
tions to differentiate between mail 
order by mail alone; mail order by 
catalogs and mail order by space ads. 
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List o' Trades 


and how to reach ‘em 


AN ALPHABETICAL LIST OF THE 
PRINCIPAL TRAD es AN NOD PROFES 
SIONS IM THE UNITED STATES 


1948 






YOUR FREE 
GUIDE TO 





MILLIONS of tive prospects 


The most complete Mailing List Catalog ever 
published — the mail advertiser's master guide to buyers 
— that’s PONTON’s “LIST O’ TRADES.” The 1948 Edition 
gives in alphabetic order approximate counts and costs 
on more than 12,000 lists of the principal business and pro- 
fessional classifications in the U.S. A few of the up-to-the- 


minute rated lists are: 


Agricultural Implements, 


acti te ace ati dios 22,006 
Army & Navy Stores, Retail 1,492 
TT errr Te 969 


Chain Stores, Main Buying 
Offices (3 or more stores) 
by type of chain 


Chiropodists . 2,840 
Clothiers and Men's 

Furnishings ........... 27,361 
Clothing Stores, Retail, 

Men's and Boys ....... 20,267 
Daily Newspapers, Editors 

or Publishers’ names 

included .............. 1,757 
Department Stores ...... 4,649 
Electrical Household 

Appliance Retailers .... 27,639 


Five, Ten to $1 and Variety 
Stores, Independent 
Department Store Buyers, 
individual's names 
15 classifications 


10,820 


Gift Shops, Retail ........ 3,515 
Hardware Retailers ...... 22,739 
Hardware Wholesalers... 1,743 
Hotels (100 Rooms and up) 3,678 
Jewelry Retailers ........ 21,283 
Ladies Ready-to-wear, 

Retail ...... . 28,611 
Liquor Listings . .by type of outlet 
ED oo baecawunwda 11,262 
Sporting Goods Retailers.. 3,855 
Physicians, gen’l. and 

specialists . 129,808 


ABOVE LISTS AVAILABLE IMMEDIATELY IN ANY 
FORM FROM CONSTANTLY REVISED STENCILS « 


RATED LISTS GUARANTEED 98%, 


DELIVERABLE « 


LATIN AMERICAN LISTS A SPECIALTY « 63 YEAR 
REPUTATION FOR SPEED, ACCURACY, HONESTY, 


SERVICE! 


Write or Wire Dept. 1 For Your “List O’ Trades” 


COMPLETE 
MAILING 


wax. W. S. PONTON/* 


FACILITIES 


ye | | 2-1) en a 


EST. 1885 
AGENTS 
IN ALL THE 
PRINCIPAL 
CITIES 


635 Avenue of the Americas, New York 11,N. Y. 
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NATIONAL 
AWARDS 


ee hebben obtbbinee onsen 


IN THE LAST FOUR YEARS 


j TO THE CLIENTS OF 


D. H. AHREND CO. 


333 FE. 44th STREET, NEW YORK 17 
MUlrry Hill 4-3411 


| 





NEW! Another MOSELY 
EXCLUSIVE LIST! 
M-4663 


29,000 BUYERS and INQUIRERS 


ALBUMS of RELIGIOUS 
PHONOGRAPH RECORDS 
AVERAGE MAIL SALE: $12 


Serious-minded. middle-aged 
Buyers and Inquirers of Albums of 
Sacred Music. Geographic. EMPTY 
ENVELOPES addressed and returned for 
ONE-TIME Coverage. 

Only $13.80 per thousand, including ad- 
dressing. 1947. Eleven thousand are 
Buyers—-rest are Inquirers. AV AILABLE 
ONLY from MOSELY. Descriptive card 
on request. 


orthodox 


This is only one of 3.000 large and small 
country-wide outside Lists for one-time 
addressing offered by MOSELY—to bring 
you MORE CUSTOMERS. SALES. PROF- 
ITS. Write in detail about YOUR MAIL 
ORDER Selling Problem. 


Dept. R-12 

MOSELY MAIL 
SELECTIVE ORDER 
LIST LIST 
SERVICE HEADQUARTERS 


38 Newbury St., Boston 16, Mass., U.S.A. 
COM 6- 3380-3381 


NEW MAIL ORDER CUSTOMERS—in VOLUME! 








$ 


| 















\ 










\ 
\\ 































—_ 
— 
o = BZ —— 
te eM Ss EN Ee 
AZRrEE 
z = ECO 
- BA =\ ZE Zu! 
—A Ne OEE" 
—— aa SE BZ 
ww 22 ZZ a 
Ez A SE 
SEE a= — 
———— =—— 
aw yume’, BE 
wo a 
- eet ——— —— 
7 WI Zea eE 
SE" 
————_ an 
Ss 
= 





wt 


\\ 





More Paper This Year 


NEW YORK TIMES for Decem- 
her 12th reports that paper in- 
dustry executives are watching in- 
ventory, production and consump- 
tion reports with special interest 
now hecause some fear a break in 
the paper market late in 1948 if 
inventories outside of mills in- 
crease too rapidly. 


Their fears were voiced follow- 
ing disclosure of the latest survey 
of new paper mill capacity, con- 
ducted annually by the American 
Paper and Pulp Association. This 
showed an increase of about one- 
seventh in the grand total capacity 
of production in eleven grades of 
paper for 1948, compared with 
1945. It also reported details of 
extensive shifts in grades within 
wthe industry. A total of 1,765,320 
tons of increased capacity is to be 
installed next year, the report 
concluded. 
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Mail Chain Sales Up 17.2% 


MAIL CHAIN SALES up 17.2% 
in month. November showing com- 
pares with year ago—I1l month 
volume up 19.34. 


Sales of leading mail-order and 
chain-store companies 
17.2 
pared with the corresponding 
month in 1946, according to a com- 
pilation covering forty-four com- 
panies made by The New York 
Times. The increase in October 
was 17.7. 


increased 


Volume for the first eleven 
months increased 19.3. per cent. 
with grocery and mail-order con- 


per cent in November, com- . 


HIGHLIGHTS 
of the Month 


cerns reporting the largest gains 
for the period.-N. Y. Times, De- 
cember 11th. 


e) 


PDMC Elects New Officers 


A new slate of officers was elected 
at the regular monthly meeting of 
the Philadelphia Direct Mail Club 
held in the William Penn room of 
Gimbel Brothers 
December 10. 


Officers elected for the 1948 
calendar year were: President, 
Howard Dana Shaw; Vice Presi- 
dent, Louis Neibauer of Edward 
Stern & Co.; Secretary, Frances 
Vollmer of the Earle A. Buckley 
Organization; Treasurer, Harry 
Beard of J. B. Lippincott Co. 


restaurant, on 


The Philadelphia Direct Mail 
Club will have a busy year in 1948 
... getting ready for the DMAA 
Convention. 


Hundred Million Club 


New officers elected at the De- 
cember 4th meeting of the N. Y. 
Hundred Million Club are: Presi- 
dent, Walter F. Grueninger, busi- 
ness manager of Survey Associates, 
Inc.; Vice President, Larry Chait. 
Wall Street Journal; Vice Presi- 
dent, Gardner Gibbs, McGraw-Hill 
Publishing Co.; Secretary, Clara 
Bjorkman, Standard Oil Company 
of N. J.; Treasurer, Helen Bulkley. 


Parents’ Institute. 


For the records again—the Hun- 
dred Million Club is a rather in- 
formal group of some of the largest 
mailers in the country. Member- 
ship is $2.00 per vear. The Club 
meets on the first Thursday of each 
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month at the Midston House, Madi- 
son Avenue and 38th Street, New 
York City. 
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Direct Mail ’48 Volume 
To Reach $750,000,000 


Direct advertising expenditures 
in 1948 are expected to reach the 
$750,000,000 mark, according to 
figures compiled by the Direct 
Mail Advertising Association, 
from a survey of its membership of 
national advertisers, users and 
creators of direct advertising, 
literature, dealer helps, house 
organs, catalogs, product literature 
and promotional material. 

At the same time it was an- 
nounced by Charles B. Konsel- 
man, advertising and public rela- 
tions manager, A. & M. Karag- 
heusian, Inc., and president of the 
association, that 70.8 per cent of 
the firms reporting in the survey 
stated that they would increase 
their budget for direct advertis- 
ing, with 27.8 per cent holding the 
figure to the same total as in 1947, 
and a reduction planned by 1.4 
per cent of the firms. Advertising 
budgets represented in the survey 
range from smaller amounts up to 
multi-million dollar  appropria- 
tions. 

Plans for the continued growth 
of the association, to make it more 
effective at regional and _ local 
levels, were outlined by Mr. Kon- 
selman, via the establishment of 
a new national advisory board, 
which will act to promote the 
sreater and more effective use of 
direct advertising in all parts of 
the country. With a membership 
roll of 1500 firms, and probable 
expansion to 2,000 in the near fu- 
ture, the association will extend its 
usefulness to business and adver- 
tising through the new board, as 
well as newly formed committees 
on member services, publicity and 
public relations, and an expanded 
speakers bureau. 

* 

One of the shortest letters on record 
was written by a New York renter in 
response to his landlord’s notice to va- 
cate the house at once. Aware of his 
rights under state regulations, the renter 
replied: 

Sir: 

I remain, 
Yours Truly. 
Clipped from Chats, h.m. of the 


Clark-Sprague Printing Co., 1901 
Locust St., St. Louis 3, Missouri 
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Prominent Users of Strathmore Letterhead Papers, No. 75 of a Series 
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Du Mont, tops in television, 


chooses STRATHMORE 


for its letterhead 


Pioneer and leader in the television industry, Du Mont developed 
the first cathode-ray tube, marketed the first television receiver, 
operates the world’s first television network. Like many leaders of 
industry, Du Mont has chosen a Strathmore Letterhead Paper for 
their dignified business letterhead. 


It is with modest pleasure that we add this brand-new industry to 
our collection of Strathmore friends. May we suggest that you might 
do well to look critically at your own stationery and follow so 
many examples of good business taste by having it redesigned 
on Strathmore? 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 
Thistlemark Bond, Alexandra Brilliant. Bay Path Bond. Strathmore Bond. 


MAKERS 
OF FINE. 
PAPERS. 


Strathmore Paper Company, West Springfield, Massachusetts 
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Playing 
POST OFFICE 


The New York Sun has made 
several surveys on the speed of 
mail deliveries over the years and 
their findings have always. jibed 
with tests made by business mail 
users. On December 16th they re- 
ported their latest survey. Al- 
though we won't bore you with the 
actual time it took to get all of the 
individual pieces of mail received, 
because their findings again agreed 
with the day-by-day experience of 
business and advertising mail users 
we would like you to read the fol- 
lowing excerpts from the article: 


“The New York Sun had 196 letters 
mailed last week from various places in 


By: EDWARD N. MAYER, JR. 


this city and its suburbs to a downtown 
Manhattan business address to test the 
efficiency of the postal service, particular- 
ly of special delivery. 


“It is difficult to compress the results 
in a phrase, because they were spotty, but 
the following findings seem generally 
justified. 


1. What special delivery stamps seem 
to do for the most part is simply to get 
letters through as fast as they really ought 
to go with ordinary postage. 


2. Postal service in Manhattan has de- 
teriorated definitely since the New York 
Sun made a. similar test with 3-cent 
stamps in 1946. 


3. Abominable seems an apt word for 
the way mail is handled in Queens. 








The First Step to Distinctive 
Sales Promotion 


SALES PROMOTIONS that sing require a 
paper that’s in tune—yet sounds a dif- 
ferent note each time. Here’s where 
your printer comes in. He can tell you 
about a paper that can’t be matched for 
distinction and versatility. He knows 
.. works with it 
every day. He’s an expert. You can take 
his word for it when he recommends 


intr 


paper... handles it. 


Rising, 


J New prillic ant white 


y distinctive 


Rising Paper Company, Housatonic, Mass. 





4. Service on letters mailed outside 
New York City often is better than 
service within the city. 


5. It is reasonable to presume that 
service will not grow better as Christmas 
mailing swells. 


6. In not a single instance in the whole 
mailing was a letter with ordinary post- 
age delivered on the same day that it was 
mailed. When, in May 1946 The Sun had 
100 ordinary letters mailed in the same 
fashion, twelve had same-day delivery. 
Of these, seven were mailed in Man- 
hattan. Nothing like that happened this 
time.” 


But don’t think for one moment 
that the New York Post Office was 
going to take the report of The 
Sun without comment. The New 
York Times of December 17th 
carried a long statement from 
Albert Goldman, Postmaster of 
New York, defending the service 
his office gives. Again we won't 
bore you with the whole statement 

. but here are some excerpts 
worth reading: 


“Postmaster Albert Goldman, in reply- 
ing to critics, denied yesterday that there 
had been any ‘noticeable slow-down’ in 
city mail deliveries despite an unpre- 
cedented increase in the annual volume 
of business handled, which will reach 
$135,000,000 by the end of the year. This 
is the greatest amount handled in the 
history of the New York Post Office and 
represents an increase of $5,000,000 over 
1946, he said. 


“Since January Ist, he said, his depart- 
ment has been forced to drop thousands 
of temporary wartime employes trained 
in speedy handling of the mails to make 
room for replacements from the civil 
service lists, made up principally of war 
veterans who are given preference in em: 
ployment. These replacements, he con- 
tinued, had to be trained and oriented 
to their duties and the readjustment of 
help is not ended. 


“Added to the postal load, he continued, 
is the great increase in parcel post ship- 
ments due to the fact that the Railway 
Express Agency raised its rates and 
parcels formerly sent by express now go 
through the mails. 


“Every complaint on slow deliveries 
brought to our office is investigated and 
in many cases we find the delay is not 
the fault of the postal service,” the post- 
master said. 


“Reasons for many of these delays, he 
said, can be traced to train service, planes 
grounded because of bad weather, con- 
gested areas in the city where mail trucks 
have difficulty and ‘similar factors over 
which we have no control’.” 


“I do not hesitate to say that despite 
all these problems confronting us in the 
handling of mail we do not feel there has 
been any noticeable slow-down in serv- 
ice,” Postmaster Goldman said. 
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Vari-Typer* looks like a 
typewriter, is easily oper- 
ated by a typist. But it uses | 
instantly-changeable type 
that can give your forms 
and bulletins the appear- 
ance of printed matter at 
a cost so low it’s hard to 


believe. 
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*Reg. U.S. Pat. Off. 
and foreign countries 

Marca Registrada 
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writes with 


PRINT-STYLE TYPE 


in over 300 attractive styles and sizes 
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LARGE TYPE FOR HEADLINES 
Book and News Types for fine Appearance 


ItalicsQR BOLD FACE FOR EMPHASIS 


CONDENSED TYPE FOR FORMS AND STATISTICS 


yao" cEeSxpyuotyB"nvvOptex,orA.n = 
And Type for Any kLanguage | 
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spaced. . 
sharp . . 


GIVES A PRINTED APPEARANCE | 


to office stencil and offset duplication 


Vari-Typed stencils or master copy are automatically 
. with both margins squared ... 
. ready to be run off the same day in any 


clean and 


duplicating, offset, hectograph, blueprint or photostat 
machine. Average savings in cost are tremendous, some- 


times as high as 80 percent! Write today for Booklet 
No. R12 or demonstration. RALPH C.,COXHEAD 
CORP., 333 Ave. of Americas, New York 14, N. Y. 





“Handling of deliveries, he suggested, 
could be speeded up if business concerns 
would deposit their mail early in the day 
to lighten the late afternoon pick-ups. In- 
cluding the postal delivery zone on mail 


also would help, he added.” 


We don’t want to argue with the 
Post Office, but we’re still con- 
vinced that mail service today is 
“abominable.” We’ve passed every 
complaint we’ve received along to 
the authorities in Washington .. . 
and we'll continue to do so. But 
we would like some further am- 
munition. If you have any infor- 
mation (factual) that proves how 
slow mail is traveling today, please 
send it along. The more “case 
histories” we have, the better our 
chance to get some action on the 
entire problem. 


On January 15th, the Post Office 
will issue air mail stamps in rolls, 
as well as in shects.. Your Post- 
master should have them on hand 
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for sale on January 16th and if you 
have any use for them we suggest 
you place your order in advance so 
they’re available when you need 
them. 


A sub-committee of the House 
Post Office Committee has been 
holding hearings on the advis- 
ability of setting up a _ board 
(similar to the I.C.C.) to fix postal 
rates instead of continuing to have 
Congress do so. 


When Postmaster General Jesse 


M. Donaldson appeared at the 


hearings, he told the committee 
that the Post Office will lose ap- 
proximately $48,500,000 on fourth 
class and $74,000,000 on third class 


mail this year. 


The only way to end the depart- 
ment’s deficits is to cut salaries or 
raise rates, Mr. Donaldson told the 
sub-committee; he added, “I don’t 
think President Truman, Congress 
or anybody else wants to cut post- 
men’s salaries.” 


Representative Edward H. Rees, 
Republican of Kansas, chairman of 
the full committee sitting in as a 
member of the sub-committee, 
which is headed by Representative 
Katharine St. George, Republican 
of New York, asked Mr. Donaldson 
whether it would not be a good 
idea to make the parcel post serv- 
ice pay its own way. 


The Postmaster General replied 
that he thought it would not be 
“good policy” to raise the rates on 
any particular type of postal serv- 
ice. For example, he said, it would 
be unfair to the nation’s farmers, 
who patronize mail-order busi- 
nesses heavily, to raise the rates on 
rural deliveries. 


In the face of that testimony .. . 
don’t be too sure that postal rates 
are going to be raised this year. 
The rumors around Washington 
are that it’s a pretty even bet that 
there will be no increase in 1948. 
But these same rumors say that 


(Continued on Page 28) 



























































































































there'll be a long involved battle 
(as there was last year) before the 
proposed increases are shelved. 
We don’t know what’s going to 
happen ... but we do know that it 
will be well worth while for every 
mail user to keep in careful touch 
with the situation. 


Special note to George Kinter. 
Here’s an item that appeared in 
the Postal Bulletin of December 
2nd that may give you a little more 
information about the few mail 
users who continue their chiselling 
ways— 


“REQUESTS FOR INFORMATION” 


“Information reaching the Department 
indicates a misunderstanding concerning 
information which may be furnished the 
public by postmasters, particularly with 
reference to the number of rural routes 
and rural patrons. 


“Paragraph 3, section 702, Postal Laws 
and Regulations, 1940, authorizes a post- 


master to furnish, upon request, informa- 
tion as to the number of rural routes at 
his office, the number of boxes served by 
each carrier, and at offices not having city 
delivery service, the number of post 
office boxes in use, when he is satisfied 
that such information is not to be used 
for any improper or unlawful purpose. 


“It was not intended that the instruc- 
tions in the POSTAL BULLETIN of 
April 29, 1947, would modify or amend 
the above regulations. It was contemplat- 
ed, however, that the BULLETIN notice 
would serve to prevent postmasters from 
using post office personnel in furnishing 
to direct mail advertising concerns in- 
formation pertaining to other post offices 
as well as information not provided for 
in the regulation with respect to their 
own office.” 


And a final item from the same 
Bulletin that should be read and 


remembered by all mail users. 


“Large Advertising Sheets, Movie 
Calendars, etc. Should Be Folded Before 
Mailing” 


“Some persons having permits to mail 
matter in bulk under section 562, Postal 
Laws and Regulations, present advertis- 
ing matter in the form of large, unfolded 
printed sheets addressed for distribution 
to box holders on rural and star routes. 
Since it is necessary to fold such large 
sheets before they can be distributed or 
placed in the boxes, the handling thereof 
places altogether too great a burden on 
the Postal Service, particularly when 
several mailers present such matter for 
distribution on the same trip. Either the 
large unfolded sheets must be left behind 
by the carrier or the delivery of all the 
other mail on his route seriously hamp- 
ered and delayed. 


“In view of the considerable saving in 
postage obtained by g advertising 
matter in bulk under section 562, and 
the convenience to the mailers of the 
simplified box-holder form of address 
where identical pieces of mail are in- 
tended for delivery to all the box-holders 
on a rural route, it is expected that mail- 
ers will fold matter to a reasonable size 
so that it can be distributed without un- 
necessary handling and delay. 


“Postmasters will please take this up 
with mailers who present matter of this 
kind and request that future mailings be 
folded to a size convenient for handling 
preferably not larger than 9 x 12 inches.” 
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in the mind. 
And lithography is an effective way into the minds of people. 
Better lithography makes a better impression — both on paper 
and on people. Better lithography is Haynes business. 
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.for that's where sales are made. 
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THOUGHTS ON 
HOUSE MAGAZINE 
PUBLISHING 


From recent writings of “Tom 
Dreier* in his own house magazine, 


The Vagabond. 
Readers Are As Smart As Bees 


If when you start a monthly sales 
publication you are filled with a desire 
to give your readers ideas that will 
prove useful to them, and_ think 
constantly in terms of what is best for 
those readers, they will respond in- 
stinctively to the dominant thought in 
your mind. 


If, on the other hand, you think of 
the names on your mailing list as a 
mass of impersonal numbers or ad- 
dresses, and concern yourself only 
with what returns you get immediate- 
ly from each mailing, your publication 
will fall far from success. 


Careful observers tell us that the 
honey bee is able to distinguish be- 
tween the bean crop that is raised on 
land fertilized properly with humus 
and the crop that is raised on artificial 
fertilizers. 


The bees will work over the ma- 
nure-fed crop and thus help produce a 
good seed crop. The other field will 
get some attention but ever so much 
less. 


We have seen that same truth dem- 
onstrated time and time again with 
publications. There is no element in 
a publication of greater importance 
than the thoughts and emotions of the 
publisher. 


We once started a publication for a 
man who talked glibly about wanting 
to distribute the best ideas obtainable 
to his thousands of readers. Actually, 
he had little or no personal interest in 
those people beyond the profits he was 
able to obtain from goods sold them. 


His mind was almost always on the 
direct advertising value of his publica- 
tion and its costs. He never quite 
escaped from selfish thinking. His 
publication showed that spirit, no 
matter what the editor tried to do to 
put a different spirit into it. 


The successful sales publication 
must rest on fundamental principles. 
In itself it must be a service repre- 
sentative of the other services the 
publisher is offering his customers and 
prospects. 
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Have YOU tried 


for offset duplication? 


Now you can obtain betfer offset duplica- 
tion at Jess cost by using Remington Rand’s 
revolutionary Plastiplate—either Direct Im- 
age or Photographic. 





Why Plastiplate is BETTER 


Plastiplate’s ‘“‘no grain’’ surface (1) resembles 
lithographic stone. With it, you reproduce 
all the dots in a half-tone, and also make 
Direct Image corrections that are non-de- 
tectable because they do not penetrate the 
water-and-grease-receptive plastic coating (2). 
The sturdy plastic-impregnated basestock (3) 
prevents any stretching or “‘curl up”’ because 
it is impervious to water. 











*Trademark 


| Cheaper than metal, more dependable than paper—Better than Both! umm © 


Reninglon Rend 








Street 
City 
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g Get Your* 
, 3 FREE & 
% Plates 


Plastiplate’s smooth, “‘no grain” sur- 
face closely resembles lithographic stone, 
and this unique virtue assures copies that 
fairly “‘sparkle”’ with brilliance and life. 


In Direct Image work you get consist- 
ently better non-detectable corrections 
that hold up for the length of run. 


With Photographic Plastiplates, you get 
the sharpest possible line work, and also 
obtain amazing contrast and depth by 
duplicating all the dots in a half-tone. 


Additional Plastiplate advantages in- 
clude runs at least as long as any other 
plate, and no oxidation or “‘curl up.” 


To prove Plastiplate’s superiority, we 
will send you 3 free plates. 


Get your free Plastiplates now. Just 
phone your nearest Remington Rand 
office or send us the coupon. 


aot eee ee 


Duplicator Supplies Division 
2 Main St., Bridgeport 1, Conn. 


CO) Send me without charge 3 Photographic Plastiplates. 
CO Send me without charge 3 Direct Image Plastiplates. 


1 use a typewriter and a ribbon of 
C) cloth fabric C carbon paper. 


is a Model No q 





My offset machine 








It isn’t every firm that can afford 
the cash payment for editing and 
printing that can get a successful sales 
publication. Something finer is in- 
volved—the manhood and generous 
spirit of the publisher. 


‘“T have such a high regard for your 
opinion that I should like you to tell 
me what is wrong, if anything, with 
the publication I am editing,” is a 
common request. When younger I 
used to string the editor along with 
sufficient faint praise to satisfy his ego. 
Now I tell the truth as I see it and 


the correspondence always comes to 
an abrupt end. People seldom want 
your opinion. They want your praise. 


*Tom’s present address is 1011 
Brightwaters Boulevard, Snell Island, 
St. Petersburg, Florida . . . where he 
works from 6 A.M. to noon grinding 
out house magazines for many clients. 
The rest of the day he devotes to 
“people” . .. getting stories for to- 
morrow. He never takes a note. But 
if he hears a good human interest 
story, it will pop up some place some- 
day. 
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Scrapbook 


By JAMES M. MOSELY 


“Qne thing is certain: we will 
have to make advertising dollars 
work harder . . . today, more than 
ever, $1 will have to do the work of 


$1.10, $1.20 or more.” 


Ben Duffy of Batten, Barton, 
Durstine & Osborn sounds a key- 
note for all media. This especially 
applies to mass Direct Mail as it 
enters the New Year. 


Received several Christmas ap- 
peals disguised as Christmas cards, 
but believe they lost their effect 
. . . because their real nature was 
concealed . . . because of the heavy 
mailing of high-quality cards this 
Christmas. 


Many regular Christmas cards 
were so unusual and original in 


Notes from a 
Nail Selling 


sentiment or format that they 
could set the key for new depar- 
tures in mass direct mail pieces. 
You might want to look them all 
over again from that slant. 


A Lincoln-Ford-Mercury dealer- 
help mailing angles copy directly 
to “the littke woman” .. . the 
feminine angle so well known to 
newspaper editors. 


Pictured on the cover is a 
modern “young married”. In bal- 
loon over her head is the headline: 
“’'m no mechanic—but I know 
what good car service is.” 


Inside, beside another drawing 
of same gal, carry-over head says: 
“and I know our car gets the best 
at Name of Dealer,” and this sub- 
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HERE'S THE EVIDENCE 


that our prices are 
definitely lower. 
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Nine letter shops were invited to quote on part of the 1948 mailing requirements of 


one of the country’s largest publishers. 


million pieces, using four different efforts. 


The amount involved was in excess of two 


The chart above indicates the wide range of prices in the mailing industry and 


proves beyond doubt that competitively our prices are lower. 


Here is your way to stop rising mailing costs. Send us a typical mailing piece for 


our quotation. Then compare it with your present costs. 


MAILING: (per operation) --- -- - .40M 
Addressing (3 limes)----------- 5.00M 


Elliott Stencil Cutting (incl. stencil) 25.00M 
Multigraph or Offset Running... 1.50M 


CREATIVE MAILING SERVICE, FE 24 south crove sr. 
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head, “What’s more—my husband 
agrees. 


More of such copy, when selling 
women, will win more men your 
way, too. Get the feminine psy- 
chology. And sometimes separate 
copy for each sex in one mailing 
will get a reading over the other 


sex’s shoulder. 
& 


How to speed up early orders, 
by giving an extra urge to action, is 
shown by a _ Reply-O-Letter, in 
ereen, from Max Schling, Inc., 
seeds and bulbs, New York City. 


Here are high-spot “customer- 
contact-points” in the letter: 


“Enclosed please find a copy of 
your valued Spring order of last 
year which we trust you will use as 
a guide in ordering your 1947 
garden requirements. 


“We are pleased to point out 
that we are holding the line on 
prices, as will be noted when our 
catalog “The Book for Garden 
Lovers’ reaches you in mid-Jan- 
uary. While the costs of operation 
have risen tremendously, we have 
determined to hold prices as close 
to Pre-War levels as possible.” 


Then, newsy selling copy on new 
features, followed by this punch- 
paragraph: 


“To our established and valued 
clientele we are again instituting 
our policy of a 5% Discount for 
all orders placed before March Ist. 
Please take advantage of this offer. 
It is for our mutual benefit en- 
abling us to render a much better 
service to you.” 


(,ood postscript: 


“Many of these items are limited, 
and may be sold out after issuance 
of our catalog.” 


An arrow carries eye up left side 
of letterhead to order form with 
urge-line to use handy envelope. 
Last year’s order for each indi- 
vidual customer was _ included. 
Simple order form envelope made 
it easy to pay in advance or charge. 
This kind of “rushing the season” 
turns capital faster, beats competi- 
tors to the draw, holds customers 
by mail. 


List owner reported that refunds 
requested by a mailer for unde- 
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liverables put income from an ad- 
dressing job $75 into red and ac- 
complished little for list owner 
who had cleaned list on own mail- 
ings since doing the outside ad- 
dressing. 

Believe list owners should wel- 
come undeliverables to keep lists 
up to scratch but there should be a 
time limit on refunds, arranged in 
advance. 

® 


Mail seller reports he gets good 
leads on a 25¢ offer as a starter, 
builds up to several dollars and 
from those qualifies special group 
for higher purchases, step at a 


time. 
) 


For converting American type- 
writers into those of any of 1947 
languages or dialects for world- 
wide mail selling Martin Tytell, 
New York City, does a job. “His 
typewriters talk any language” is 
on page 75, January Coronet. 


Dollar sales were up 10% for 
Christmas in New York depart- 
ment stores but sales by units were 


below 1946. Appliances, house- 
wares, durable goods, hosiery. 
underwear and _ other practical 


vifts exceeded tops, liquor, cos- 
metics, jewelry and luggage, furs 
were down (resistance to excise 
taxes appeared). 


Diamonds at $500 up for wealthy 
people as a “hedge” against possi- 
ble ultimate atomic warfare— 
easier to carry than money or 
stocks and bonds, advocated by 
Roger W. Babson, have built him 
1948’s most novel new business by 
mail. 


Lead-getting mail approach sifts 
out those interested and follow- -up 


closes. Diamonds are paid for in 
advance, shipped registered mail 


under money-back guarantee! 
Hope he’s wrong, this time! 


Have you wondered how the Du 
Barry Success Course, Ann Dela- 
field, Director, G. Lynn Sumner, 
gets those wonderful before-and- 
after photos and testimonials? 





A contest by mail for “Miss Suce- 
cess of 1948,” just closed, brings 
letters and photos, with the under- 
standing, “If you win, or accept an 
award, you give us permission to 
publish your photographs and 
statement how the Du Barry Sue- 
Course helped you win 
Beauty.” 


Cess 


Three contestants receive a trip 
to New York with all 
paid, entertainment at theatres and 
restaurants and use of the Hudnut 
Salon, a complete dress costume 
and other gifts. 


Insert collects names of friend- 
prospects, offers $2 each 
who enroll. 

a 


Leading magazine did better on 
test at $3.75 than at $3.27. 
should be tested more thoroughly 
than ever—-may be profit-bringing 
surprises for you! 


a) 
Have - More Plan, 
(Conn.) safeguards list against fire 
by running off extra tape copy and 
keeping in safe deposit vault. 
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AL Purpose MAILING EQUIPMENT 


All Purpose mailing equipment is built 
around the Hook-on Tray. This solid steel 
tray comes in four standard sizes and ae- 
cepts almost any type of mail material. 
Letter-shops, printing offices, commercial 
institutions, government departments with 
well organized mailing rooms are saving 
money by using All Purpose Hook-on 
Trays to handle broadsides, bulletins, cat- 
alogs, envelopes of every known type, be- 
sides many other kinds of printed matter. 

To broaden the usefulness of Hook-on 
Trays, All Purpose builds a complete line 
of mailing room equipment specifically 
designed to accept the trays. Stationary 
and Whirling Racks, Desk Racks, Travel- 
ing Racks. Floor Racks, Single Whirling 
Rack Tables. and Double Whirling Rack 
Tables are all made expressly for use 
with Hook-on Trays. 

For overcoming space limitations where 
working area is limited by close wall 
clearance. the Desk Rack is used instead 
of the free-swinging Whirling Rack. Desk 
Racks can be applied to All Purpose 
Single or Double Tables without special 
adapting fixtures. They also can be at- 
tached to tables now in use in letter-shops 
and mailing rooms. 


All Purpose Catalog DM-3. 
ALL PURPOSE METAL 
EQUIPMENT CORP. 


258 Mill Street 


Ask for 


Rochester 4, New York 











expenses 


for all 


Price 


Noroton 








ONE ADVERTISING MAN TO ANOTHER 


George Kinter’s Monthly Letter 
Expressing One Man’s Opinion 


"Twas the week before Christmas 
And Mrs. K’s spouse 

Was shushed here and there 
While the Madam cleaned house 


Being shushed into a corner, her 
spouse received this ultimatum: 
“Clean up that reom—or else.” 


The “room” is one that we share 
in common. In addition to two 
chairs, it contains two machines— 
one for putting my thoughts on 
paper, the other for sewing up 
dress material to give the madam 
the new look. It also contains a 
table and a floor, both of which 
were littered with a conglomera- 
tion of advertising journals, fash- 
ion sheets, Better Business Bureau 
and FTC reports, dress patterns, 
examples of false and misleading 
advertising, clippings of ideas and 
suggestions for amateur dress- 
makers, editorials on communism, 
advertising and aid to Europe, 
penciled memos on road-clearance 
of hemlines, singing commercials, 
bust and hip measurements, pub- 
licity of the National Association 
of Manufacturers, cigarette stubs, 
thread, buttons, pipe tobacco, paste 
pots, zippers, hooks and eyes and 
empty and partly filled water 
«lasses. 


I gathered from that “or else” 
that if I did not clean up the room 
the Missus would and the readers 
of both the REPORTER and my own 
little publication would suffer, for 
into the waste basket would go the 
fuel that fires my mental boiler. 


)  PHOTO-ENGRAVERS 
460 W. 34TH ST. N.Y.C 
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So, with Christmas just around 
the corner I took a Sunday off to 
preserve peace and good will in the 
home. In so doing I came across 
something which at the time struck 
me as ‘an item that might bring 
good cheer at this or any other 
season. 


The Christmas orgy now being 
over, and the time here, for one 
advertising man to express his 
opinions to another for the benefit 
of REPORTER readers, I will see if I 
can find that item of good cheer 
among the stuff I salvaged in. my 
clean up. 


Here are the words and music of 
a “Serenade to the man who drives 
a car,” by Commercial Solvents 
Corporation. While this and other 
commercials done into sheet music, 
plus the increasing number of sing- 
ing commercials, not as yet done 
into this form, bear out my 1945 
prediction that copywriters, lay- 
out men and artists will eventually 
be replaced by gag men, lyric 
writers and music composers and 
that all advertising will be pro- 
duced in Tin Pan Alley, is not a 
cheering thought. 


An item highlighting an address 
made by Neil H. McElroy, Vice- 
President and General Manager of 
Proctor & Gamble, in which he ex- 
pressed his Company's deep con- 


SINCE 


cern about advancing cost of radio 
advertising as well as the “re- 
strictions that have been or are now 
being proposed on the length of 
commercial time and on how pur- 
chasers shall use the time he pur- 
chases.” He and his Company are 
also concerned about the “destruc- 
tive criticism levelled against 
radio.” While there is a bit of 
cheer in the hope that the soapers 
who have caused most of the 
criticism levelled against the radio. 
may eventually find this medium 
too expensive to use, I feel the need 
of something a little more concrete 
on which to base my cheer. 


Item of cheer, item of cheer, 
what did I do with that item of 
cheer. 


Here’s a clipping headed “Hip- 
Rounders for Parties”—that must 
belong in the “New Look” depart- 
ment, as does this one, “The Hip 
Drape Idea.” And this one headed 
“Holiday elegance for Half-Sizers,” 
certainly isn’t the good cheer item 
I’m looking for. 


Maybe this is the item [’m look- 
ing for, penciled on the back of an 
envelope. Nope, this isn’t it. It is 
merely a thought that Packard will 
pass up a good bet if it fails to use 
in its advertising the news story 
of how three robbers in a stolen 
new Packard eluded pursuit on the 
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Every time a piece of mail advertis- 
ing goes wrong —to someone not 
interested in your product...you've 
wasted money. For lists that are care- 
fully compiled, regularly corrected... 
for lists without waste names, call 
Dunhill. Dunhill’s lists are used by 
the country’s largest publishers, oil 
companies, banks, insurance com- 
panies, manufacturers. Call Dunhill 
for every kind of list, domestic or 
foreign, and in any quantity. 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE, NEW YORK 17 
PLAZA 3-0833 





BIG BUSINESS for YOU 
—by MAIL 
DIRECT to CONSUMER! 


You'll build yourself a big business 
DIRECT TO CONSUMER by test- 
ing carefully and extensively a wide 
diversification of 
MOSELY OUTSIDE LISTS of MAIL 
ORDER BUYERS and INQUIRERS for 
ONE-TIME RENTAL ADDRESSING 
You test, at most moderate coverage 
cost, the “cream” of over 100,000,000 
Mail Buyers and Inquirers of other 
Companies — MAIL-RESPONSIVE 
PROSPECTS who will BUY LIBER- 
ALLY BY MAIL from YOU. 
MOSELY will put you on the high- 
road to BIG BUSINESS by MAIL 


Write all about YOUR Problem today to 
Dept. R-12 


MOSELY Selective LIST Service 

MAIL ORDER LIST HEADQUARTERS 

38 Newbury St., Boston 16, Mass., U. S. A. 
COM 6- 3380-3381 


NEW MAIL ORDER CUSTOMERS— 
in VOLUME! 








Pennsylvania Turnpike, at speeds 
of from 70 to 90 miles an hour. The 
Pike Patrol gave chase but one 
after another was outdistanced by 
the Packard. The stolen Packard 
so outdistanced pursuit that its 
driver found time to stop and pick 
up a hitchhiker. It seems that at 
the time I penciled this memo I 
was beginning to feel a bit of the 
Christmas Spirit for the memo 
carried the following bit of jin- 
glized copy and suggestion for re- 
vamping the Packard slogan: 


If you would give the cops the 
old har, har, 

Make your get-away in a Packard 
car. 

“Ask the crook who stole one.” 


Where could that good cheer 
item be? It certainly isn’t this 
marginal note on an editorial on 
“Easy Credit Terms”: 


“I don’t know who I dislike the 
most, the dead-beats who buy with 
no intention of paying or 
the ‘dollar-down-and-we’ll-getcha’ 
boys.” 


There is no good cheer in 
Calvert’s switching its switch ad- 
vertising to showing actual photo- 
graphs of the switchers. That part 
of the public that indulges in an 
occasional drink in a tap room or 
tavern is nauseated enough with 


the bar flies in the flesh. 
* 


Here is a clipping from an ad- 
vertising journal with the follow- 
ing paragraphs marked: 


“No other single thing will so in- 
crease efficiency in advertising as the 
elimination of untruths. That should be 
the unselfish aim of advertising people 
anyway. But on the selfish side, they 
should figure coldly that every single 
exaggerated claim contaminates every 
other advertisement to which the reader 
or listener is subjected for days after. 
That is the greatest single cause of waste 
in our business.” 


Soap claims particularly drew the 
speaker’s jibes: “They all sing the same 
song—white clothes whiter, colored 
clothes brighter, oceans of suds! The 
latest entrant is using exactly the same 
claims and copy another did seven years 
ago. Too many people are trying to do 
the impossible along established routes 
of advertising. They’d make better time 
along other less-traveled ones.” 


(Continued on Page 34) 
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NOW helping to increase | 
the pulling power of their 
sales messages for concerns | 
in states from Massachusetts 
| to Louisiana ... from New | 
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York to Kansas. 


) Let Then Work for You 


AIR EXPRESS DELIVERY 
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BANKERS FLAP ENVELOPE 
SAFE SEALING OF BULKY MAIL 


TENSION ENVELOPE CORP. 


FIVE FACTORIES 
SELLING DIRECT TO THE USER 


New York 14, N.Y. * Minneapolis 1, Minn. 
St. Louis 10, Mo. * Des Moines 14, lowa 
Kansas City 8, Mo. 











NEw194 tists 


of 


OHIO 
Auto- Truck 
Trailer 
OWNERS 


NOW READY 
by 
County-Town-Neighborhood 


Ohio Motor List Co. 
ZANESVILLE, OHIO 








All sub- 


That’s the good cheer item I am 
looking for—but is it? Wait ‘till I 
see who made those brave state- 
ments. Oh, ho! It was the middle 
man in Foote, Cone & Belding. 
Maybe Mr. Cone believes what he 
preaches but he had better not let 
his partner Don Belding hear him 
preach it. Don has his own ideas 
about advertising. 


Here is a clipping attached to 
the one I' thought was the one I 
sought containing a statement by 
Don who is Vice-Chairmaning the 
Citizens Food Committee, headed 
up until recently by soaper Charles 
Luckman: “The food conservation 
drive,” said Don, “is using all the 
tricks of the advertising business 
and we don’t apologize for it. * * * 
We know how advertising works, 
we know what works and we want 
to know what doesn’t work, and 
we are using the things that work.” 
Don just has no truck with any 
move to eliminate untruths, ex- 
aggerated claims and other 
methods that contaminate adver- 
tising. They are the “tricks” that 
Don thinks make advertising work. 


[’'m nearing the bottom of the 
pile and haven’t found that good 
cheer item. 


Oh, oh! Here it must be—an 
item announcing that Soaper Luck- 
man, who with the aid of his soap 
hucksters, sloganized, cartoonized 
and jinglized the food conservation 
campaign, has gone back to his 
full-time job of selling soap. 


Nope again—that isn’t it, for 
attached to the announcement is a 
newspaper report that he shed his 


last tears for the starving people of 
Europe over a dinner he gave his 
aids consisting of “Cocktails in 
generous supply, shrimp cocktail, 
fried oysters, crab, shrimp and 
lobster gumbo, curried chicken, 
roast turkey, baked ham, roast 
beef, string beans au gratin, fried 
apple rings, pickled walnuts, 
celery, olives, pickles, mixed green 
salad, rye rolls, assorted ice creams, 
assorted finger rolls and coffee.” 


Of course, there might be a little 
cood cheer in the thought that the 
diners all belonged to the “Clean 
Plate Club” and nothing was 


wasted. 
e 


What! No good cheer item? 


As a last resort I[ will give a look 
in the Madam’s pile of clippings. 


Eureka! Here it is. 


A check for a short beer! 
e 


P. S. If you can get brother 
Mayer away from his game of 
Playing Post Office, will you please 
tell him that after cashing the 
above mentioned check I found 
myself in a mellow and reminiscent 
mood. Recalling the mammoth 
job the Post Office did during the 
two or three weeks preceding 
Christmas, I found myself ready to 
forgive it for “throwing the book 
at me” when I wanted to give a 
check for parcel post, when I 
wanted stickers out of the machine 
rather than stamps, when I wanted 
to print a line across the bottom of 
an envelope and when I wanted to 
do other things tabooed in rules 
and regulations. 


Love that check for a short beer! 











THANKS A MILLION 


On behalf of the owners, who registered their lists with us and of our own 
organization, we thank mailers who ordered more than 1,000,000 names through 
our office in tests of 1M and/or 2M, 3M, 5M and 10M names in December. 
With due humility we suggest to list owners and mailers not now doing 
business with us that they are overlooking a valuable service for profit in 1948. 
Send for our recommendations. Register your lists with us. Write for your 


free copy of “DREY’S MAILING VISITOR” today. 


WALTER DREY, List Broker 45 Astor Place, New York 3, N. Y. 
INTERNATIONAL LIST BUREAU Tel. Gramercy 7-3269 


Member National Council of Mailing List Brokers 
Member Ex. Comm. Hundred Million Club 


Formerly : Advertising and Promotion Manager, Magazine of Wall Street; Vice-Pres. 
and Genl. Manager, B. C. Forbes Publ. Co., Inc. Advertising Director, Scientific 
American; Home Sales Manager, Remington-Rand (Monarch Typewriter Div.). 


Prior to 1916. Advtg. Mgr. Drey & Kahn (Glass), Director Perry Dame & Co. .(Nat’l. 
Mail Order), Adv. Mgr. Smith & Kaufmann (Tecrtiles), Pres. A. M. Sweyd Co. (Agency). 


. with g subcaption (A report of Direct Mail 


activities for December). 


With this issue, THE REPorTER is changing its dating system. In 
the past we have been operating on a dating system which seemed 
perfectly clear to us, but which was confusing to too many people. 

We have been closing our editorial writing at the end of the 
month. Our magazine has been appearing around the 10th of the 
next month, but has been dated as a report for the previous month. 

This issue you now have, under the old system, would have 

. The Reporter for December . . . but since it is mailed 
in January and reaches you in January, we are now dating it.. . 


This makes no change in our subscription records. 
scribers will receive the correct number of copies under their 


been dated .. 
January 1948 
subscription term. 
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HOW TO BE 
SUCCESSFUL 


Buy a piece of cork. Harold J. 
O’Neill of Fisher-Stevens Service, 
345 Hudson Street, New York 14, 
N. Y., sent us the following letter 
with the comment. 


Apparently there are more ways 
than we know about to make a living 
by mail. 


A printed letter with reprint of 
New Yorker ad included on Ist page 

. and with back of sheet jammed 
with testimonials “proving” that a 
piece of cork won Buicks, fortunes, 
strong legs, better positions. 


THE WISHING CORK TREE 


Coombe-in-Teignhead 
Devon England 


Dear Madam, 


Some time ago a Mrs. Wilson living 
in New York, wrote for a piece ot 
lucky cork as she had heard from a 
friend about it. 


Since then everything has gone 
well for this lady ana in writing me, 
quoting her good fortune, she sug- 
gested that, provided I had enough 
cork left, I ought to advertise in 
America, as there were many there 
who were in great need of better 
times, either in health or pocket. 


So I decided to put an advertise- 
ment in THE NEW YORKER and 
also to write to a few of the principal 
residents of New York so long as the 
cork lasted. Cork takes many years 
to form and there is not a lot left 
on the tree, owing to the demands I 
have received. 


Unfortunately, space in American 
magazines is so expensive that I 
could only put in six letters received 
from people in America and I have 
therefore included more on the back 
of this letter, all of which are genuine. 


I have received many ietters from 
all parts of the world giving instances 
of the extraordinary luck that has 
been attributed to the lucky cork. A 
man named Smerdon in Vancouver, 
Canada, wrote me in 1938 that his 
grandmother took him to see the cork 
tree when he was seven years old 
(he and his family were living at 
Haccombe which is a small village 
near here), which was in 1863 and 
that she told him that her grand- 
mother had done the same for her 
when she was seven years old, which 
according to him, was in 1812. He 
went on to say that his brother, who 
died some years ago, left Devonshire 
in the early sixties and made a fortune 
in Australia. During the whole of 
his life he (the brother) carried a piece 
of lucky cork in a gold sovereign 
case on his watch chain. 


JANUARY 1948 


If you read the advertisement above 
you will see that according to Legend 
the cork must be given away, NOT 
sold, and therefore, if you would like 
a piece of Lucky Cork, I will send 
you a picture of the Wishing Cork 
Tree and the Legend for 1 dollar and 
GIVE you a piece of Lucky Cork. If 
you would like to give a piece to a 
relative or friend, I will send you 
three pieces for two dollars. The 
Legend dates back to 1665 and is very 
interesting. 

Yours faithfully, 


C. A. VARLEY. 





BUICK DEALER 
BRINGS BACK 
CUSTOMERS 
Dear Henry: 


A Buick dealer in Birmingham, 
Michigan recently walked into my 
ofhce with some definite check-up 
results from direct mail which should 
go into the records. 


Mr. Sumner of Sumner Buick 
Company had let his customer contact 
by mail lapse during the war. He did 
not operate an owner or follow-up 
system of direct mail contact—neither 
did he spend any of his time on the 
Service Department floor greeting and 
talking to those who drove in for 
service and parts. 


In March he signed up for 250 
names on this department’s Buick 
Service Direct Mail Plan in which 
each name receives a Buick Service 
Direct Mail piece once a month. The 
250 names were culled from his day- 
to-day service repair orders plus about 
SO names of former customers who 
had very evidently strayed away. Lo 
and behold, after his March mailing 
18 of the 80 strays came back. In 
May another 15 returned. Thus 
encouraged Sumner went back into his 
1938, °39, and ’40 records and pro- 
duced another 250 “strays” and when 
our June piece hit them the returned 
customers total leaped again. 


Sumner now mails to 750 Buick 
owners in Birmingham and to say that 
he is sold on direct mail is putting it 
mildly. 


The 750 pieces completely ad- 
dressed, stamped, and mailed cost this 
dealer an average of six cents each or 
$45.00 per month. It doesn’t take 
much figuring to see that the dealer 
makes this much net profit on the 100 








“Dear Sir: Seldom are we able to offer 
such an amazing value in full-length, red- 
flannel underwear.” 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you ... not just 
names, but folks known to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
all the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we’ll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(Division OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 
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REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


MAGIC WORDS 
That Sell by Mail! 


Let us put to work for you certain “‘magic’”’ 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
MEdallion 3-0813 

















SAWDON SELF-MAILERS 
THE 4-IN-!| UNIT FOR EVERY DIRECT MAIL USE 
OUTGOING ENVELOPE, SALES LETTER, 


ORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 
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MR. MAILER... 


Here is an outstanding list value: 
40,000 mail order buyers of brushes, 
80% manufacturers, 10% transpor- 
tation and 10% commercial. Com- 
pany names only—no individuals. 
All have bought within the last 
year. Average purchase $24.00. 
Addresses constantly corrected. List 
maintained on Elliott stencils. Is 
producing good results for owner 
as well as several diversified rent- 
ers. Available at $13.50 per M 
addressed on your envelopes. To 
arrange for a test write us today 
sending sample mailing piece. 


GUILD CO., 76 NINTH AVE., N.Y. 11, N.Y. 


Chicago Office 
7 S. Dearborn Street, Chicago 3, Illinois 

















MOSELY sends the 
CHECKS! 


In return for simply addressing empty 
envelopes for responsible leading 
MOSELY Mass Mail Seller Clients, 


you will receive 


SUBSTANTIAL CHECKS 
for YOU for MORE 


Direct Mail and Space advertising 
without extra cost 

New Equipment 

Personnel 

Cash Reserve and Net Profits 
Fun and Travel 


18,000 Extra-Profit Checks 


have been sent to Owners of Mailing 
Lists, thousands of dollars in checks. 
large and small, will go to pleased 
MOSELY LIST OWNERS in 1948. 
(Amount depends on nature of your 
lists.) Write us all about Lists you 
have and we'll show you HOW TO 
INCREASE YOUR PROFITS! 


Dept. R-12 


MOSELY Selective LIST Service 


38 Newbury St., Boston 16, Mass. 


MAIL ORDER LIST HEADQUARTERS 
Established 1935 


“MOSELY sends the CHECKS” 








or so customers who came back not to 
mention what he makes on _ the 
regulars. Direct mail, properly cre- 
ated, carefully produced, regularly 
mailed to a right list will pay oft 
every time. 


F. C. Himmelman 
Manager, Dealers’ Sales 
Promotion Department 
GM Photographic 

General Motors Corporation 
Detroit 2, Michigan 


Reporters’ Note: It’s an old song 
... but we'll sing it again: The best 
asset of nearly every business . . . is 
the list of former customers. But it 
is the most neglected asset.  For- 
gotten. Buried . . . by many users 
of the mail who are constantly search- 
ing for new names, new fields to 
conquer. Mr. Himmelman’s letter 
should remind our Reporter readers to 
dig into the old records . . . to make 
an effort to win back old customers. 


SHORT NOTES 


(Continued from Page 5) 


© THE RED SEAL TURKEY Ranch 
and Hatchery of Belding, Michigan, uses 
a strenuous method of putting across its 
company name. Their house magazine is 
called Turkey News Digest. It is printed 
entirely in red ink ... with the red 
seal displayed prominently throughout. 
Not too difficult to read, but a little 
monotonous. A second color for the reid 
seal might be worth the extra expense. 


Incidentally, we are reminded by The 
Reporter staff that Inspiration, h.m. of 
Filmack Trailer Company, 1327 South 
Wabash Avenue, Chicago 5, Illinois (now 
in Vol. 9, No. 1) has been printed en- 
tirely in a color other than black for 
many years. The January 1948 issue is 
in red. Sometimes the issues appear in 
all green, or all blue, or all brown. So 
the Red Seal Hatchery idea is not en- 
tirely new. 


Oh, my!! why did we start this thing? 
Just as we were going to press, received 
the December issue of The Telescriber, 
h.m. of the TelAutograph Corporation. 
16 West 61st Street, New York 23, N. Y. 
Advertising manager Alice Honore Drew 
must have known we were writing an 
article on this subject. She printed her 
entire issue with red ink. 


a er 


© A. A. ARCHBOLD of Los Angeles has 
now produced another Offset Scrapbook. 
It is simply called Offset Scrapbook #2. 
The material is entirely different from 
that included in Volume 1. There are 48, 
84%" x 11” pages containing 1600 sharp 
proofs of advertising words and phrases 


in hundreds of type styles. They are 
printed on one side only so that purchas- 
ers of the Scrapbook can use the selected 
material for offset reproduction. Cost is 
$3.00. As usual Graphic Books, Inc., 
17 East 42nd Street, New York 17, N. Y.., 
will cooperate in distribution and is now 
accepting orders. 


fasta 
© TWO GOOD Direct Mail friends of 


The Reporter were pictured and their 
activities described on the same page of 
the December 5th issue of The Dallas 
Texas Morning News. One story reported 
that Sam W. Pace has moved from his 
job with American Airlines to St. Louis, 
Missouri, where he will now be assistant 
to the President in Charge of Public Re- 
lations of the St. Louis San Francisco 
Railway (Frisco Lines). Before the war, 
Sam was known far and wide in the 
graphic arts field when he represented 
Strathmore Paper Company. 


The other story was about William S. 
Senson, president of the pioneer print- 
ing firm bearing his name, who was re- 
cently named State Director for Texas of 
the National Association of Manufac- 
turers. 


-eoa a 


® THE SALES PROMOTION division of 
the National Retail Dry Goods Associa- 
tion, 100 West 3lst Street, New York 1, 
N. Y., has just released the 1947 edition 
of its analysis of publicity expenses. It 


(Continued on Page 38) 





IVE 
ISTS 


DO THE TRICK 


Most of the lists we offer are 
buyers or subscribers lists to 
which the owners are con- 
stantly adding new names 
and cleaning out the old ones 
to keep the lists timely. This 
is what makes our lists do a 
real job for you. 


@ If you're looking for cir- 
i culation increases for your 


publication— 
= @ If you're after new custom- 
ers for your product— 


Contact us for recommenda- 


tions. We have all types of 


lists for rent. 


WILLA MADDERN 


215 Fourth Ave. 
New York 3 


Gramercy 
3-3440 























DIRECT MAIL DIRECTORY 


LISTINGS ONE DOLLAR A LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING & MAILING EQUIPMENT 
All Purpose Metal Equipment Corp...... 258 Mill St., Rochester 4, N. Y. 


ADDRESSING SERVICE 


De Groodt and Associates, Inc...... 8729-78th St., Woodhaven 21, N. Y. 
ADDRESSING-TRADE 

Shapins Typing Service........ 68-12 Roosevelt Avenue, Woodside, N. Y. 
ADVERTISING PUBLICATIONS 

Advertising Highlights.......... 801 Publication Bldg., Pittsburgh 22, Pa. 
ADVERTISING SPECIALTIES 

Reply-O Products Company...... 150 West 22nd St., New York 11, N. Y. 

The Sawdon Company.......... 480 Lexington Ave., New York 17, N. Y. 


MAIL ~emeee SERVICES 


Advertisers Mailing Service.......... 15 Broadway. New York 10, N. Y. 
The Connelly Organization... .354 eae Broad St., Philadelphia 2, Pa. 
Graphic Letter Service.......... 62 West 47th St., New York 19, N. Y. 
Puerto Rico Mail Advertiser................ Box 7135, Santurce, P. R. 
Te, - Bn 4.06 460606006000600% 24 South Grove St., Freeport, N. Y. 


Woodineton Mail Advertising Service, Inc. 
240 Suburban Station Bldg., Philadelphia 3, Pa. 

MAILING LISTS 
D-R Special List Bureau................ 80 Broad St., Boston 10, Mass. 
£ rae 45 Astor Pl., New York 3, N. Y. 
Dunhill List Company i 


Guild Company.. .............scecee 76 Ninth Ave., New York 11, N. Y. 

















, 0 ee, 215 Fourth Ave., New York 3, N.Y. 
ART & LAYOUT SERVICE Mosely Selective List Service........ 38 Newbury St., Boston 16, Mass. 
££. See ee 425 West 57th St., New York 19, N. Y. Ohio Motor List Company.............. 410 Market St., Zanesville, Ohio 
W. S. Ponton, Inc....635 Avenue of the Americas, New York 11, N. Y. 
DIRECT MAIL AGENCIES Puerto Rico Buyer’s Names................ Box 7135, Santurce, P.R. 
D. H. Ahrend Company, Inc...... 325 East 44th St., New York 17, N. Y. METERED MAIL EQUIPMENT 
Artwil COMPANY... ccccccceces 22 West 48th St., New York 19, N. Y. Pitney-Bowes. I :; 
he Marie A. Duckies Oceanieation OU Bi 6 nics ecddscesascecicceceecas Stamford, Connecticut 
1420 So. Penn Square, Philadelphia 2, Pa. PAPER MANUFACTURERS 
Will Burgess and Company........ 386 Fourth Ave., New York 16, N. Y. The Champion Paper & Fibre Company.............. Hamilton, Ohio 
Hickey-Murphy-St. George, Inc....2 West 56th St., New York 19, N. Y. International Paper Company....220 East 42nd St., New York 17, N. Y. 
Philip I. Ross Company........ 38 East 57th St., New York 22, N.Y. The Mead Corporation.............. 230 Park Ave., New York 17, N. Y. 
Rising Paper Company.............. West Springfield, Massachusetts 
ENGRAVERS Strathmore Paper Company.................. West Springfield, Mass. 
Pioneer-Moss, INnc..........+-ee045. 460 West 34th St., New York 1, N. Y. PHOTOGRAPHS 
ere iso is cacceceesccdan y P 
ENVELOPES y ae East 38th St., New York 16, N. Y. 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. Remington Rand. I ES : 
Atomic Envelope and Printing Co....125 E. 17th St., New York 3, N. Y. MBG, SEG... o-oo eee ccces 2 Main St., Bridgeport 1, Conn. 
Tension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. a & LITHOGRAPHERS 
United States Envelope Company........ Sprinefield 2, Massachusetts Haynes Lithograph Co., Inc.................. Silver Spring, Maryland 
The Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio PRINTING EQUIPMENT 
Harris-Seybold Company............ 4510 E. 71st St., Clevele 
INKS Rapid Roller Company............ Federal at 26th St., 7 ‘{uinois 
Interchemical Corporation.......... 350 Fifth Ave., New York 1, N. Y. STENCIL ADDRESSING — CUTTING | | 
LABELS WS Bb sdk avewccseewesasia 4 South Grove St., Freeport. N. Y. 


Eureka Specialty Printing Co 


LETTER GADGETS 


a a eo lewd eek en ee 111 West Jackson Blvd., Chicago 4, Il. 


oererrr. Scranton, Pa. 


BOGE, TBs kc csécce 


, 


THERMOGRAPHERS 


ee ae 333 Sixth Ave., New York 14, N. Y. 


TYPEWRITERS 


333 Avenue of the Americas, New York 14. N. Y. 








CLASSIFIED ADS 


Rates, $1.00 a line-— minimum space, 3 
lines. Help and Situation Wanted Ads— 
50c per line—-minimum space 4 lines. 








ADVERTISING AGENCIES 
SELL YOUR PRODUCT BY MAIL with 


pulling direct selling ads in newspapers 
and magazines. Publishers’ rates all pub- 
lications. Martin Advertising Agency, 15P 
E. 40th St., New York 16, N. Y. Est. 1923. 








DIRECT MAIL COUNSEL 
DIFFICULT -TO-WRITE SALES LET- 


TERS expertly written by specialist with 
17 years experience; unusual background. 
Write details for estimate. Lester Meyers, 
Box 246, Murray Hill Sta.. N. Y. 16, N. Y. 








FOR SALE 


10 L. C. SMITH ST ENCIL CU a0 ING > MA. 
CHINES. Brand new 1947 machines. 
Series 2030000. Perfect condition. Free- 
port 9-2431. 


HELP WANTED 
ESTABLISHED NEW YORK CITY Mail 


Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St., New York 17, N. Y. 

















MULTIGRAPHING SUPPLIES 





“Plastic-Coated” PROCEL stencils make 
quality letters so Stygian Black they seem 
printed. PROCEL works with any ink, 
gives maximum legibility, minimum cut 
outs and type-clogging. Let PROCEL 
improve your letters! Write to Remington 
Rand, Duplicator Supplies Division, Bridge- 
port 1, Conn., for free information. 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Il. 





ORIGINAL LETTERS 


SELL OR RENT: About 40,000 1947 origi- 
nal remittance-letters (6c to $10), orders, 
inquiries, etc., from Stamp, Coin, and 
Hobby folks; 95% adults. Any reasonable 
offer. Brokers protected. Vernon Baker, 
Elyria, Ohio. 








REPORTER SERVICE 
ABOVE IS A SAMPLE of Directory Serv- 


ice now available to producers and suppliers 
of Direct Mail. This Directory should grow 

. to four or five or more pages... giving 
the readers of the magazine a constant 
source of reference on where to get the 
services and products needed most. Listings, 
$1.00 per line per issue. $10.00 per year— 
for twelve listings. Send insertion orders 
to THe Reporter oF Direct Matt ADVER- 
TISING, 17 East 42nd Street, New York 17, 
New York. 














ENVELOPES 


BEST GRADE 24 Ib. WHITE WOVE 
5000 46% (356x612) Printed c/c @ $2.75/me 
5000 #10 (4%x9'2) Printed ¢/c @ $4.35/m 


ATOMIC ENVELOPE & PRINTING CO. 


Designers and Printers of Every Type of Envelope 


125 E. 17th St, N.Y. 3, N.Y. GR. 3-7015 
PUT ON YOUR GLASSES 


We can’t afford the cost of space 
to allow for larger type 

SOME OF THE BOYS 

. at the Cleveland meeting, got us strutting 
ground snapping our suspenders, by telling us 
that the little magazine we publish for business 
men in and around Pittsburgh, is interesting as 
hell . . . We don’t know how interesting hell is, 
byt it must have some attraction or so many 
people wouldn’t be advising others to go there. 
Anyway, these boys got us to believing that a 
lot of people in the advertising business would 
gladly pay a dollar a year for 12 issues of our 
little publication that business men in Pittsburgh 
get for nothing . . . However, the stimulant of 
this flattery having | worn off, we are not so 
sure, but we will gamble the price of this space 
(less agency commission and 2% for cash) to 
find out. We will mail Advertising Highlights 
(that’s the name of our little 16-page paper) to 
anyone who asks for it, for three months. If 
at the end of that time he or she does not send 
us a dollar, we will take his or her name off 
the list and aa the loss to bad advice of 
friends . . . Wire, phone or write (at your own 


expense) to GEO. KINTER, 801 Publication Bldg., 


Pittsburgh 22, Pa. 
FREE Increase readership 
of your ads with 
LIFE-like EYE*CATCHER photos. 
Used by biggest advertisers. 
Nothing like them anywhere. 
100 new subjects monthly. 
Low Cost Mat or Glossy Print 
plan. Write for new FREE 
proofs No. 112. No obligations. 


EYE*CATCHERS, Inc 
10 East 38th St. 








New York 16 








(Continued from Page 36) 


was prepared under the direction of Dr. 
Lawrence C. Lockley, director of re- 
search, School of Retailing, New York 
University. The report is copyrighted 
and its contents are, of course, of interest 
only to those in the retail field. The re- 
port reveals that, as usual, Direct Mail 
takes a small part of the department store 
advertising budget .. . although it is 
going up slightly. Newspapers still get 
the major portion. In the 1946 figures. 
out of a total advertising expenditure of 
212% of gross sales, newspapers received 
1.55¢¢ while Direct Mail took only .10%. 
In another statistical breakdown for 
-pecialty stores, with sales volume over 
two million, Direct Mail is credited with 
}¢ out of the publicity dollar, while news- 
papers get 52c. 


® JUST RECEIVED SAMPLES of an- 
other house magazine. “Old Colony 
Newspage” is the name. Just a single 
84%"x11” sheet in newspaper format. 
Published by the Old Colony Envelope 
Company, Westfield, Massachusetts. It is 
under the direction of advertising man- 
ager Bob Clark. Back of the single sheet 
is devoted to listing Old Colony outlets. 


® SPEAKING OF COMMUNITY adver- 
lising ... if you get a chance, inspect 
the brochure recently produced by the 
Charlotte, North Carolina. Chamber of 
Commerce. 10%" x 13%", 44 pages and 
cover, plastic bound. Beautifully illus- 
trated and designed. The full page bleed 
pictures of local scenery are big time 
stuff. 


® KENNETH C. PRATT, nationally 
known authority on company reports and 
publications and editor of STET, the 
house magazine for house magazine ed- 
itors, will conduct a course on “Human 
Relationships in Business” which will 
have as one of its principal features an 
analysis of important points of the free- 
dom of speech aspects of the Taft-Hartley 
Act. The course will be held at the 
National Arts Club, 15 Gramercy Park, 
beginning Tuesday afternoon, January 
13th, under the sponsorship of the House 
Magazine Institute, New York industrial 
editors’ association. 


Aimed at providirig a better under- 
standing of the public relations aspects 
of company publications, the course is 
designed to help both editors and other 
executives responsible for the production 
of house magazines as well as those who 
aspire to editorial positions. Sessions will 
be held once a week for eight weeks 
and will cover such topics as: How the 
editor can improve his relationships with 
top management, company relationships 
with employees, dealers and stockholders, 
and stockholder and employee attitudes 
as they affect the reputation of the com- 
pany with the general public. 





This reporter has been very critical 
of stodgy, boring press releases. The 
article appearing here, arrived in our 
office as a plain ordinary press release 
from the office of Gray & Rogers, 12 
South 12th Street, Philadelphia 7. 
Pennsylvania. This note accompanied 
it: 

Note to Editor: This News 
Release is accurate and reliable. 
We are paid to send it to you, our 
client in this instance being: 

Pyrene Manufacturing Company 


It is such a relief to get a real in- 
telligent press release that we will give 
you the whole text without changing 
a word. Jerry Gray might revolution- 
ize the public relations business by 
writing a much needed book on how 
to prepare press releases. We'll 
promise to plug it wherever possible. 











MUST COPYWRITER BE FIREMAN? 
NOT AT ALL, BUT IT MAY HELP © 


Does a copywriter have to be a fireman? 


No, but it helps when he’s writing copy 
for a fire extinguisher account. 


That, at least, is what Gray & Rogers, 
Philadelphia advertising agency, thought 
when it took over the Pyrene Manu- 
facturing Company account recently. 


Result was that on a bleak December 
day a group of Gray & Rogers officials 
visited the Pyrene plant at Newark, N. J. 
Among them was Bill Kinney, copywriter 
assigned to the account. 











TRADETYPE, INC. 


24 South Grove St. Freeport, N.Y. 


And that’s when Kinney became a fire- 
man for a day ... the same Kinney, who 
as a child had never desired to be a 
fireman, and whose only previous interest 
in fires was that they (a) kept his home 
warm in winter, and (b) refrained from 
burning down that home in any season. 


Armed with the latest Pyrene fire-fight- 
ing equipment, from a one-quart ex- 
tinguisher to one of two-and-a-half-gallon 
capacity, Kinney quickly, and almost ex- 
pertly, quelled three manufactured fires. 


All were ignited on the Pyrene proving 
ground by a company fire-fighter who 
used a long pole wrapped in oil-soaked 
burlap. The first fire was set in a small 


bucket filled with oil. 


“I learned the best way to put out that 
type of fire was to stand off and direct 
the extinguishing material at the side of 
the bucket,” Kinney said. “In that way it 
bounces back over the flames and smoth- 
ers them completely.” 


Then, quicker-than a youngster blowing 
out the candles on his birthday cake, 
Kinney smothered the second blaze. That 
was on a twenty-foot strip of earth that 
had been soaked with gasoline, and from 
which flames rose to a height of about 
two feet. Finally, again using the off-side 
tactic, he quickly extinguished fires in 
three gasoline-filled washtubs. 


Following his demonstration, Kinney 
turned center stage over to the others in 
the Gray & Rogers party, Copy Chief 
Robert W. Graham; Sherman Landers, 
an agency partner; Atherton Seeley, 
contact man; Research Director John 
Petrie, and Assistant Publicity Director 
Samson Berry, Jr. 


Each had a try at fighting fires, but it 
was Kinney’s show. 


“I’m ready to write copy for Pyrene 
now, he said. 


He had another observation which 


caught on at Gray & Rogers after his 
return. 


“We talk about putting out the fire 
when we quiet a client on the warpath,” 
he said. “That’s all been changed now at 
Gray & Rogers. Now we Pyrene a fire.” 


© THAT'S A BEAUTIFUL piece of pro- 
motion being used by the Pan-American 
Coffee Bureau. 120 Wall Street, New York 
» N.Y. It is an 18 page, 8'44”x 11” plus 
cover booklet, furnished to teachers for 
classroom work. The cover is a_ rich 
coffee brown. Title. “Coffee, the Story 
vf a Good Neighbor Product.” Composi- 
tion inside is in typewriter style with 
colorful illustrations of South American 
design. The story is supposedly given by 
“The Boys and Girls of Latin America.” 
lt is an a-b-c description of coffee in the 
South American countries, with plenty of 
<pace and suggestions for classroom work 
in map making, picture captioning, art 
study, music, various crafts and lan- 
guages. A fine public relations job. 


THE REPORTER OF DIRECT MAIL ADVERTISING 























GET THIS SERVICE STORY FOR 
FACTS ABOUT DIRECT ADVERTISING 


You need new direct mail tools, new sales techniques 
to buck heightened competition. 


Your tried and true mailadvertising is now outmoded 
by the swing to buyer’s markets. 


You're about to launch a new product or service. 


You need direct mail service that assumes full respon- 
sibility and crystalizes your basic thoughts into resultful 


ideas. 
3 
tee 


HICKEY - MURPHY - ST. GEORGE, INC. 


Creative Direct Mail Advertising 
2 WEST FIFTY-SIXTH STREET:-NEW YORK 19. N. Y.- CIRCLE 6-8737 
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OR THE FIFTY Y 


SAW A NEW 
ag 


half-century is not so long 
in time. But in terms of the 
changes they have brought 
these 50 years just past seem 
ages long. Think of the 
printing industry, for ex- 
ample (as typified by the 


may well have been one of 


our first customers ). Handwritten copy, set by 
flickering gaslight with a red hot, pot-bellied 
stove providing the air conditioning. 

But what a job they did... editor, ad man, 
printer, yes,and paper-maker,too. [hey changed 
our thinking and our way of life. Unceasingly, 
they preached the gospel of Democracy and 
prepared us to accept and later to demand its 


\ATIO) 


EARS THAT 


WORLD BORN 


material benefits, providing the markets that 
made them possible in greater profusion than 
in any other spot upon the globe. 


They chased the grocery store cat from the 
cracker barrel and prune box and brought im- 
maculately packaged foods and fresh uncontam- 
inated milk to the American home. Through 
printed education, they helped to make our 
public health the envy of the world. 


It’s been a phenomenal fifty years for America. 


And, as we pause at the threshold of our 
second half-century, we look back at the past 
and humbly tip our hat. INTERNATIONAL 
PAPER COMPANY, 220 East 42nd Street, 
New York 17, N.Y. 
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